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PUT WINGS ON YOUR SALES CONTESTS 


When it comes to sales incentives, nothing gets a contest off the 
ground faster than a TWA Travel Award! The most fabulous vacation 
spots on the globe are just hours away on TWA. It’s the only airline 
serving 65 U.S. cities and 23 major centers abroad. And TWA flies 
non-stop to more European cities than any other airline! 

Let our experts help you plan your Travel Awards Program... 
launch it, merchandise it, make it an outstanding success! They 
handle every detail . . . reservations, itineraries, side trips. Call your 
nearest TWA office today, or write Travel Awards Plan Manager, 
Trans World Airlines, 380 Madison Avenue, New York 17, N.Y. 
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HIGHLIGHTS 


INSIDE STORY OF COMPANY'S LOOP-FILM TRAINING 


Berkshire Life tells the complete story of how it selected 
loop films to train salesmen ; how it has used this training 
program as an advertising and recruiting tool. Berkshire 
reveals both strong and weak points of the program in 
action. This is a frank appraisal of a visual-aid applica- 
A decade of lead- tion that tells how it all came about and what the future 
ership in planning 
successful conven- 


tions and meetings 
afloat featuring 


may hold. 


Your Choice of 
Trans-Atlantic 
NORFOLK Luxury Liners “ASPIRIN” FOR SMALL-MEETING HEADACHE 
* Sailing from your 
nearest East Coast 
“WILMINGTON, H.C. oS ot Vee 
* No attendance aches than the once-a-year convention. “‘What’ll we do 
guarantee required . >: ‘ > 

* Groups from 50 to this week?” is a constant problem for the sales executive. 
1,000 persons 


Small, frequent meetings generally present more head- 


ml Solution rests with your applying 14 proven procedures. 
Custom anne re ° . . ° = 
caiman te amukt I'wo basic points: Plan: meeting as a sales-making vehicle. 
your needs Make it easy for the meeting leader. 

* Cruises from three : 
days duration—or 
longer, from $60 
Up per person 

* Our staff handles : 
all details 

: They're ell bs the UNCLE SAM DOESN'T KNOW HOW TO EXHIBIT 
same boat—no one 
can wander away U. S. A. only succeeded in non-exhibit elements at Brus- 

sels. We miss the boat because we do not use exhibit 

specialists from the business community — people who 
understand display impact. We fail, too, because we have 
no specific story to tell. A few things saved our neck in 

Brussels. Number one: Circarama, a motion picture 


around complete wall of circular building. 


TWO CHECK LISTS FOR BETTER MEETINGS 


ashingt Often you get so involved with tricky meeting techniques, 
sterling 


you end up with unproductive meetings. It’s because you 
ath ye. 


john E. S™ don’t start with first things first. Now you have two check 
_ = lists to help you diagnose your meeting problem and to 


— ‘ , 
select techniques that will get you the results you want. 98 
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Audio-Visual Techniques SALES MANAG ER 
i eer ae oo for Training CATCHING 250 
PLANES, TRAINS 


How to Compare Presentation Methods 


How to Pick a Motion Picture Producer 
Magnavox Keeps |,200 Slides in Circulation 
Pan Am's Visuals to Lick Baggage Bungling 
Prescription: Audio Visuals. Take as Directed 
Simpson Strives for Dramatic Sounds 

Three Big Trends in Motion Pictures 

Why Visualize at All? 


Clesed-Circuit 
Speed Is Big Asset of Closed-Circuit TV 


Convention Speaking 


How Funny Should You Be? 


Executive Communication 


Now You Can Page ‘Em Quietly 


Exhibit Techniques 


This Ils How Exhibit Producers Show Their ‘"Wares"’ 
There's More to Exhibiting Than Displays 


Foreign Exhibits 
Success in Spite of Poor Exhibits 


Group Movement 


Small Newspapers Take Readers on European Trips 


Industrial Show 


"Believe Me . . . They'll Love It" 


Meeting Props 


What Should You Bring With You? 
Your Basic Meeting Prop 


Meeting Techniques 


Airkem Launches Three-Stage Rocket" 
No-Budget Session 


Obsession with New Techniques Destroys Meeting Effectiveness 


14 Ways to Make Your Small Meeting a Big Success 


Post Convention Tours 


Five Reasons for Growth of Post-Meeting Tours 


DEPARTMENTS 


As the Editors See it 27 Facilities Roundup 


Best I've Heard 152 Letters 
Meeting and Show News 
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By using 
TelePrompTer 
Corporation’s closed- 
circuit television network 
for sales or training pro- 
grams, you can attend up to 
250 meetings — in 250 cities 
— simultaneously. And 
what's more, you'll be back 
in your offices in an hour. 


Appearing twice-as-large-as- 
life on giant, theatre-size 
screens, you'll save weeks — 
even months — of travel. At 
the same time, closed-circuit 
television will put across your 
message with greater impact 
than you've ever known. 


TelePrompTer’s closed-cir- 
cuit television network of- 
fers many other advantages. 
We would welcome an 
opportunity to discuss them 
with you. 


ROUP — 
OMMUNICAIIONS 
a division of 


TizLe PromPlEr 

—-—s CORPORATION 

311 W. 43 St., N.Y. 36, N.Y. 
JUdson 2-3800 


“Here’s the display...right on the dot” 


Your displays are moved safely, and always 
on schedule, when you call your Allied Mover 


Allied’s modern dispatching keeps men who have handled hundreds 
the famous orange vans moving on of similar jobs. And Allied’s na- 
time! Pick-up and delivery are as tionwide storage facilities permit 
promised! Displays and exhibits holdovers, saving transportation 


are handled with special care by costs to home office for reshipment. 


Call for full information! Look in the 
Yellow Pages (“Movers”) for name of 


OR WRITE ALLIED VAN LINES, INC. e BROADVIEW, ILLINOIS 
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HAVANA IN THE GRAND MANNER! 


in Cuba’s most luxurious new 
hotel... the HAVANA RIVIERA 
..» Vedado on the Malecon, 
Havana, Cuba! 
Completely air-conditioned, 
with 400 luxurious ocean-view 
rooms... With 
Olympic pool, 75 cabanas, 
Solaria and Health Club... 
fine food in elegant 
dining rooms, spectacular 
Copa Night Club, magnificent 
casino, coffee shop, cocktail 
lounge and Doble o Nada Bar, 
the HAVANA RIVIERA offers 
a whole new world of pleasure 
in one of the most fascinating 
cities in the world! 
Designed with group meetings 
in mind, it offers spacious 
HOTEL / CASINO meeting rooms that will flexibly 
and comfortably accommodate 
from 50 to over 500... and every 
facility and service for 
meeting perfection! 


T. James Ennis 
Managing Director 


ro 


For complete information write or wire: JIM MILLS & ASSOCIATES: Miami: Roper Building « FRanktin 1-2573 
LEONARD HICKS, JR. & ASSOCIATES: Chicago: 505 N. Michigan Ave. * MOhawk 4-5100/New York City: 65 West S4th 
Street + Circle 7-6940/ Washington, D.C.: 1145 19th St., N.W. + EXecutive 3-6481 /Cleveland: Hotel Cleveland « PRospect 1-7827 
JOHN A. TETLEY CO.: Los Angeles: 3440 Wilshire Bivd. « OUnkirk 8-1151/San Francisco: Fairmont Hotel + DOuglias 2-202¢@ 
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Let United help crowd 
your nex? convention 
fhese five ways 


United's route covers 80 cities coast to coast, many popular 
convention centers—even offers direct service to Hawaii. 


United’s luxury Red Carpet* flights pamper your mem- 
bers, make travel a treat they look forward to! 


United’s low-fare CUSTOM COACH Service brings out 
the crowds with budget fares that include delicious hot 
meals, DC-7 speed, and “stretch-out” comfort. 


United's all-radar-equipped fleet means smooth, depend- . 
able flights, more on-time arrivals. 
P.S. Two other United services for 


United's service is personalized for your members’ benefit, the convention planner: 


includes travel planning for them, and promotional aids for 


—reserved air freight guarantees space 
you to help spark attendance. 


for shipping all your convention ma- 
Full details on United’s convention service is yours for the terial economically. 

asking. Call your nearest United office. Or write M. M. — post-convention tours at low prices are 
Mathews, Mer. of Convention Sales, United Air Lines, available to popular vacation spots 
36 S. Wabash, Chicago 3 from New England to Hawaii. 


*Red Carpet is a service mark owned and used by United Air Lines. !nc. 
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PUT ALL YOUR 
EXHIBITS ON 


FLOO 


PUT ALL YOUR 
PEOPLE UNDER 


ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


The Sherman has added 10,000 square feet to its 
already large convention exhibit space. The total is 
now 50,000 square feet . . . all on one floor and all 
air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 
single-floor convenience isn’t all. The Sherman also 
offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size 


a 

¢ 1,501 redecorated rooms, I air-conditioned. 
Radio in every room—TV in many. 

¢ World-famous restaurants: The Porterhouse, offering 
wonderful steaks— Well of the Sea, seafood flown fresh 
daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
the smart Celtic Grill and Cocktail Corner are long- 
time favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent meals 
quickly. 
e The Sherman is in the heart of Chicago’s shopping, 
theatre, and financial district. 
e Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive . . . no waiting for de- 
livery when you leave. 


Danny Amico, Vice President and Director of Sales, backed 
by highly qualified staff, is on hand day and night to attend 
to all your convention requirements. For help in planning 


your next convention, phone, wire or write Danny. 


THE 


SHERMAN 


Chicago's Most Convenient Hotel 
COMPLETELY AIR-CONDITIONED 


Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100 - Teletype: CG 1387 
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whole new world 
for your 


convention 


cabana & yacht club 


ALL THIS IS VOURS... 
FOR A PERFECT CONVENTION! 


e 14 meeting rooms or combinations . . . 
to seat any size meeting from 24 to 1600! 
Monitored air-conditioning 
Modern lighting and sound equipment 


Outstanding cuisine 

served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


Underground parking garage 
Yacht anchorage on protected Indian Creek 


30,000 square feet of drive-in 
exhibit space at reasonable rates 


ALL THIS — PLUS: 


e Olympic pool and private ocean beach 
@ Over a hundred luxury cabanas 
with individual bathrooms 


e Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 

e Three delightfully different 
dining rooms to suit your every mood 

@ Informal gaiety and dancing in 
Harry’s American Bar — Garden Café 


e Fabulous entertainment nightly POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
in the unparalleled Café Pompeii people. Four tiers assure all in attendance perfect view of the speaker's table. 


ROBERT H. WHALEN, Director of Sales 
JEAN S. SUITS, Managing Director 


SENO NOW FOR COMPLETE 
CONVENTION BROCHURE 


blueprinting complete pians and details 


30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting Rooms. 


New York: Circle 7-6940 © Chicago: MOhawk 4-5100 © Cleveland: PRospect 1-7827 © Washington: District 7-7346 
Los Angeles: Dunkirk 8-1151 © San Francisco: EXbrook 7-2717 


OCEANFRONT, 465th to 47th STREETS, MIAMI! BEACH, FLORIDA 
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LETTERS TO THE EDITORS 


friendly rivals cooperate 


Epiror, SALES MEETINGS: 

It was natural that I should be 
interested in the reports to hand re 
the various Pavilions, exhibits, etc., of 
those nations participating at the 
Brussels Universal and International 
Exhibition. So far I have been un 
able to visit that great exhibition my 
self. 

A number of British contractors 
have, of course, sent me photographs 
»f the work they have undertaken and 
amongst them I was surprised to find 
some from Messrs. John Edgington 
& Co., Ltd. of London. I do not mean 
that I was surprised that they had 
undertaken work at Brussels but that 
they had taken such a prominent part 
re the United States Pavilion there. 

When I was informed about the 
‘complete cooperation there was be 
tween the U.S. Commission to the 
World’s Fair, the American architect 
Mr. Ed D. Stone and Edgington’s 
I felt that it was an excellent example 
»f how our two countries can and do 
work together in spite of that friendly 
ommercial rivalry that exists between 
us, 

This may interest your readers—I 
think it will. It will, at least, help 
them to feel that there are exhibition 
ontractors in this country capable and 
willing to undertake their work, in 
this country and in Europe, where it 
economical to 
ican contractors. 

Major R. C. Wallis 
Principal and Edito1 
he Exhibition Bulletin 
London, England 


may not be feasible 1 
‘mploy Ame 


wants originals 


Epiror, SALES MEETINGS: 

Would it be possible to obtain the 
original art on some of the cartoons 
appearing in SALES MEETINGS, and, 
if so, what might we 
follow? 

We will appreciate any informa 
tion you may give us. 

Duane C. Peterson 
Metropolitan Fair and Exposition 

Authority 

Chicago 4, III. 
& Original art for our cartoons is 
about the same size as it appears in 
ur Magazine, not too good for mount- 
ing—if that’s what you have in mind. 


procedure 


need ten more 
Epiror, SALES MEETINGS: 

Thank you for sending us the ex- 
cellent article reprinted from SALES 
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MEETINGS, July 5, 1957, titled “Too 
Many Meetings Are a Waste of 
Time.” The recommendations out 
lined should certainly be of value to 
various members of our staff, and 
we are anxious to obtain 10 reprints. 
Would you please forward these 
to us as soon as possible along with 
you! invoice 
K. Ladanchuk 
—— ary 
. Reynolds Limi 


= oronto, Ontario, C rel 


textbook photo 


Eprror, SALES MEETINGS: 

[Thank you for allowing me to 
reproduce the photograph which ap 
peared in the May 3, 1957, issue 
vf Sates Meetincs. This will be 
printed in my textbook with complete 
icknowledgement to SALES MEET 
INGS. 

H. W. Hepne: 
College of Business Administration 
Syracuse University 


Svracuse, N. Y. 


another daily 


Epiror, SALES MEETINGS: 

Would it be possible to get 
sheets from the May 2 issue on “Con- 
vention Daily Sell for you”’ starting 
yn page 127? 

We published a daily paper at 
the American Foundrymen’s Show in 
Cleveland during May. This was our 
first attempt but may do this again 
in the future. 

This article has a lot of informative 
material and I hesitate to tear up 
uur only office copy. 

George Mott 
Editor 
Vodern Castings 
Des Plaines, Ill. 


interested in YPO 


Epiror, SALES MEETINGs: 

Your July 4th issue contained an 
irticle regarding the Young Presi- 
dents Organization (‘‘Presidents Pre- 
fer Small Sessions,” pg. 31). Would 
you please send me the address of 
their executive offices ? 

Thomas W. 
Indianapolis, Ind. 
- Address is 375 Park Ave., New 
York 22, N. Y. 


Binford 


INCENTIVE 
AND 
CONVENTION 
TRAVEL 


Northeast serves most of the 
resort areas and convention 
cities on the East Coast... 
including Montreal, the New 
England states and Cape Cod, 
New York, Philadelphia, 
Washington, D.C., Miami and 
Tampa. Write or wire Traffic 
and Sales Department 1700 
“K” Street, N.W., Washington, 
D.C. for full details. 


NORTHEAS 


AIRLINES 


One of the nation’s first airlines... 
now in its 25th year. 


FLORIDA 
FLASH- 


0-GRAM 


Li yWOOD, FLORIDA 


: | ) 
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5 New York’s 
Look for the big Newest Hotel 


COMPLETELY AIR-CONDITIONED 


1400 beautifully decorated guest rooms—each 
with television and radio. 


Located in the heart of Times Square and the 
fabulous theatre district. 


10 new luxurious meeting rooms to accommo- 


date from 10 to 500. 


A variety of exciting new dining rooms. 
Private subway entrance—one stop to the 
Coliseum. 


Minutes away from Grand Central and Penn- 
sylvania Stations. 
a? eee Within walking distance of West Side Airlines 
AT 8TH AVENUE and Port Authority Bus Terminals. 
NEW YORK CITY * JUdson 2-0300 
Excellent hotel garage facilities. 


Frank W. Kridel, General Manager * A Zeckendor{ Hotel 
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SURPRISE IN CHICAGO 


You should know these surprising facts 


about Chicago’s incomparable 


Drake Hotel before you schedule your next 


4 


meeting—large or small... 


1. While The Drake is one of America’s most distinguished 
hostelries, it doesn’t cost one cent more than other 
leading hotels to headquarter your meeting here. 


. The Drake is “‘alive.”?, Meetings go like clockwork and 
everyone enjoys the warm, hospitable service in a set- 
ting of luxuriant comfort. 


Che ADO rahe Now $8,000,000 new! No hotel in the 


midwest can match The Drake for unsurpassed con- 
Cadets Pe 
venience, location, facilities. 4 major meeting rooms 


accommodating up to 800, plus 16 committee rooms 
LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE : : : 0. . ss ss 
SUPERIOR 7-2200 TELETYPE NO. CG1586 for functions of 12 to 300. 700 guest rooms. 100% 


G. E. R. FLYNN, Vice President—Sales air conditioned. May we tell you more? Phone or 
H. B. RICHARDSON, Convention Manager write for brochure. 
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INCOMPARABLE 
CONVENTION & SHOW 


CENTERS IN THE SOUTH 


* Central Locations —excellent transportation accessibility 
* Flexible meeting and display space arrangements 
% Heavy duty elevators and power facilities * The latest visual and acoustical devices 
* Excellent banquet facilities and service 
* Guest rooms with modern decor. T.V. *& All hotels 100% air conditioned 
* Ample garage facilities * Superb restaurants 


DINKLER PLAZA...ATLANTA, GA. 


Meeting capacities 
Banquets 

Dances 

Guest Rooms 


DINKLER-TUTWILER...BIRMINGHAM, ALA. 


Meeting capacities 25 to 1800 
Banquets to 1300 
Dances to 1800 

Guest Rooms 450 


J 


DINKLER-JEFFERSON DAVIS...MONTGOMERY, ALA. 


DINKLER-ANDREW JACKSON...NASHVILLE, TENN. 


Meeting capacities 40 to 400 
Banquets to 350 
Dances to 300 

Guest Rooms 400 


ST. CHARLES...NEW ORLEANS, LA. 


12 to 900 
to 700 
to 900 

500 


Write Sales Manager at the hotel of your choice for complete convention brochure. 


inkler 


CARLING DINKLER, SR. , 
President HOTELS Exec. V. P. & Gen. Mgr. 
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CARLING DINKLER, JR. 


Facies Roundup 


New Facilities Being 


nena 


Built for Conventions 
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PHOENIX 

New $2.5-million motor hotel, still 
in the planning stage, will have a 
1,000-seat convention hall. Hotel, as 
yet unnamed, will be built by Merit 
Hotel Group. 

Plans call for 
dining rooms, coftee shop, tea room, 
shuffleboard courts and a pitch and 
putt golf rooms. 


a cocktail lounge, 


course, plus 100 
Executive meeting rooms and a heli- 
copter landing platform are planned. 


HIGHLAND PARK, ILL. 

New $2.5-million hotel is planned 
for this Chicago suburb. Hotel will 
have more than 100 air-conditioned 
rooms and suites, including 80 lanai 
units. Indoor swimming pool, restau- 
rant and cocktail lounge for 250, plus 
private dining scheduled. 
Banquet, meeting and exhibit facili- 
ties will accommodate groups of 600. 


areas are 


Opening is set for June, 1959. 


ANAHEIM, CALIF. 


A $15-million convention center 
Wonderpalace — is planned for 37- 
acre tract adjoining Disneyland. Fa- 
cilities will include a 6,000 seat con- 
vention hall, 12-story hotel, shops, 
exhibit hall and parking for 2,000 
cars. Planners indicate center will be 
ready for conventions by November, 
1960. ; 


SYRACUSE, N. Y. 

New 175-room motor hotel is in 
the planning stage. Hotel will feature 
swimming pool, banquet hall, dining 
and lounge facilities, plus parking 
area for 200 cars. Multi-million dol- 
lar hotel will be operated by Tread- 
way Inns. 


MIAMI BEACH 


New wing at Bal Harbour Hotel, 
adding 60 studio meeting 
room for 150 and dining facilities, is 
expected to be completed in Septem- 
ber. Completely air-conditioned hotel 
now offers 200 rooms. 

(continued on page |5) 


rooms, 
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YOUR COMPLETE CONVENTION CENTER 


Here's o happy man attending a convention. The day's 
business was wrapped up half an hour ago and he'll be on 
deck in the morning really refreshed and ready to work, after 
relaxing at his favorite sport. If you like to make convention 
business a pleasure, then Sun Valley is for you. 


We'd welcome the opportunity to show you how nicely our 
facilities and activities will fit your convention requirements. 
For free convention folder and the complete story, just write 


Mr. Winston McCrea 
Sun Valley 3311] 


MEETING ROOMS 
No. of Rooms Max. Capacity 
OPERA HOUSE 500 
DUCHIN ROOM 100 
SLALOM ROOM 100 
20 to 50 


Numerous smaller rooms 


BANQUET ROOMS 
No. of Rooms Max. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 
Liquor by the drink available 


per state laws except Sunday 
and designated holidays. 


Manager, Sun Valley, Idaho 


or phone 


RATES 


AMERICAN PLAN EUROPEAN PLAN 
LODGE INN 


18 16 feu 
$2] $] 9 ~~, agrod 
CAPACITY 


Sleeping accommodations for 500 persons 


RATES ON 
REQUEST 


OWNED AND OPERATED 
BY UNION PACIFIC RAILROAD 


Apply our (OLDEN RULE of Hospitality 


FOR BETTER CONTESTS 
. BIGGER CONVENTIONS 
Personalized Service 
‘ AA BUOYANT SALES 


Florida is a magic word when it comes to conventions, and 
Miami Beach the icing on the cake. 


Top this all off with the Golden Gate and you have an 
irresistible goal that’s bound to heat up the coldest sales contest 
to a boiling pitch, and push that graph up where it belongs. 


Our new Convention Hall is designed so that 9 meetings can 
be held simultaneously . ., each in complete privacy. Seating 
capacity 1600 — banquet 1200 — all under one roof, with perfect 


visibility and acoustics. Exhibit area specifications, on request! 


Golden Gate different? — the difference is the personal 
touch...our Golden Rule of hospitality that lifts your 
convention from an ordinary meeting to a talked-about 
event, with looked-forward enthusiasm for next year. 

Our personalized service provides its own execu- 
tive convention staff and public relations experts, 
together with a battery of conference secretaries 


and photographers at your service ‘round the clock! 

Ideal Golden Gate accommodations (all air 
conditioned) include hotel, motel, apartments and 
villas... featuring 3 swimming pools, 500 feet of 
private beach, shopping plaza, tennis courts, 3 cock- 
tail lounges, 2 dining rooms, coffee shop, dancing and 
continuous entertainment. 


Your group, under the constant supervision of our General 
Sales Manager, Harry N. Snow...and of course, General 
Manager, Dick Frey administering the Golden Rule. 


For full details and color convention brochure, 
write—Harry N. Snow, General Sales Manager 
Dick Frey, General Manager 


OLDEN 


20 ACRES ON THE OCEAN AT 194th STREET « MIAMI BEACH 41, FLORIDA 
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FACILITIES ROUNDUP 


yntinued 


PHILADELPHIA 


Plans for a 130-room Treadway 
Inn have been announced by Richard 
F. Treadway and a group of Phila- 
delphia businessmen. Inn, to be built 
near city’s “Main Line,” will have a 
swimming pool, health club, cocktail 
lounge and banquet facilities for 450. 
Rooms for executive conferences and 
sales meetings are also planned. 


NEW YORK 


Renovation of Hotel Astor’s grand 
ballroom is expected to be completed 
in September. Adjoining Rose and 
Coral rooms are also being repainted 
and altered. Program is expected to 
cost $1 million. 


NEW ORLEANS 


Royal Orleans, new $7-million 
luxury hotel, is scheduled for com- 
pletion by fall of 1959. Hotel, part 
of the Hotel Corp. of America, will 
have 350 guest rooms, two main din 
ing rooms, ballroom for 600 and two 
specialty restaurants. French Quarter 
cafe, a tea room and cocktail lounge 
are also planned. Elliot Mizell will 
be manager. 


COLUMBIA, S. C. 


Newly opened addition to the 
Wade Hampton Hotel adds 125 
rooms and a ballroom seating 1,000 
tor meetings and 450 for dinner. Ball 
room can be divided into three sepa- 
rate rooms. Function room area can 
accommodate 265 or can be divided 
into four rooms seating trom 45 to 
100. Hotel now has 14 function 
rooms. The $1.5-million addition 
also boasts latest lighting and sound 
systems. 


HARTFORD, CONN. 


A $2-million deluxe motor hotel 
is being planned, announces Hotel 
Corp. of America. HCA will oper- 
ate the new unit being built within 
city limits. Called The Charterhouse. 
hotel will initially have about 100 
guest rooms, restaurant, swimming 
pool, cocktail lounge and public rooms. 
Plans call for eventual expansion to 
about 200 rooms — in six to eight. 
one- and two-story buildings. Heli- 
copter service will be available. 


(continued on page !7) 
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WHY IT PAYS TO MOVE 


EXHIBITS BY MAYFLOWER 


YOU ELIMINATE COSTS 
THESE 6 ways 


Before giving yourself a hasty answer to this question, “Would it 
pay to move my exhibits by van?” . . . consider its obvious ad- 
vantages, plus the way it eliminates these hidden and extra expenses 


you are paying now. 


| Minimizes need for costly building 
and repairing of display shipping 
cases. 
Eliminates damage to displays— 
and expensive (perhaps impossi- 


ble) repairs at the show. 


Often eliminates extra cartage, 
handling and storage costs. 


4 Reduces costly setup and repack- 

ing time where high-priced, extra 
show help is required. 
Eliminates cost of rental furnish- 
ings, since you can ship your own. 

6 Eliminates expensive extra days of 
work and extra travel involved in 
shows—lets you spend more pro- 
ductive time in your office. 


Call your local Mayflower agent for a copy of ‘17 Reasons Why” to 
help plan your exhibit moving—yours without obligation. 


AERO MAYFLOWER TRANSIT COMPANY,INC. + INDIANAPOLIS, INDIANA 


_ Mayflowerg 


WORLD-WIDE MOVERS 


THE SOUTHWEST'S BEST... 
Exhibit Hall and Auditorium cae 
Resort hotel accommodations  ireat 4: 


a] - d 


Year around recreation facilities “ortamperaesas EL 
gee Lert t 2) £% 


r Ss O) ; 


al . 
Air conditioned acres of top convention facilities . . . the 
Moody Center located between the Galvez and Buccaneer 


4 


hotels, all at the heart of the beach at 21st and 23rd streets. 


The Moody Center: Designed for maximum efficiency 
completely air conditioned, 3 two-way escalators, 6 private 
meeting rooms, check room, drug store, 2,500 sq. ft. vestibule, 
mammoth kitchen. Exhibit hall: 31,000 sq. ft., 200 booth capacity 
divisible by folding walls, street auto entrance, all utilities. 
Auditorium: 19,480 sq. ft., 5 level terraced, 3,500 meeting 
capacity, 2,500 banquet capacity, 90’ x 50’ theatrical stage, 
scenery loft, 7 dressing rooms, theatrical lighting, auto and 
loading ramp from street, closed circuit TV with big screen 
projection, broadcast facilities, projector, public address 


system, tape recorder. 


Hotel Accommodations: Guest rooms for 1,200 delegates 
immediately next to the Moody Convention Center in the Galvez 
and Buccaner hotels. Excellent accommodations recently 
refurnished and redecorated. Both hotels completely air 
conditioned, overlook the Gulf of Mexico, feature TV, radios, 
exceptional food and service. The Galvez swimming pool is 
available to guests of both hotels. Total housing on Island 

for 3,000 delegates. 


BOOST ATTENDANCE — CHOOSE GALVESTON 


TEXAS: Austin — the Ste; Austin ALABAMA: Mobile—se Admiral Semmes 
Brownwood—the Brow) 1; Dallas—the Birmingham — the Thomas Jefferson 
Baker and the ra El Paso — the WASHINGTON, D. C. — the Washington 


alveston - te Buccaneer, Gal- INDIANA: Indianapolis — the Claypool 
Sorvetten RADIOS—TELEVISION : 
COMPLETELY AIR CONDITIONED 


: \ the De Soto : =— th 
nado Courts; Laredo—the Plaza: Lubbock me) Free Inter Hotel Teletype iT é t NEBRASKA: Omaha — the 


Paxt M : —the Cl 
— the Lubbock; Marlin — the Fa San v Reservation Service axton. NEW MEXICO: Clovis he Clovis 


Jean Lafitte and »rO- LOUISIANA: New Orleans — the Jung and 


' 7 : SOUTH CAROLINA: Columbia — the Wade 
Angelo — the Cact San Antonio — the OFFICES: New York Circle 7-6940 Washington. .EXecutive 3-6481 . 
£ he Cactus ' Chicago MOhawk 4-5100 Cleveland... PRospect 1-7827 Hampton. VIRGINIA: Mountain Lake ~ 


Menger and the Angeles Courts Mexico City 46-98-92 Galveston . SOuthfield 5-8536 the Mountain Lake; the Monticello. 
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FACILITIES ROUNDUP 


ontinued 


PORTLAND, ORE. 


New 300-room Sheraton hotel now 
under construction is already slated 
for an enlargement program. Plans 
call for an addition to double hotel 
facilities. 


JAMAICA 


Expansion of hotel facilities is con 
tinuing. Work has started on a new 
hotel at Frenchman’s Cove which 
will accommodate 80 people. Mon- 
tego Beach Hotel is adding 26 new 
rooms, bringing hotel capacity to 228 
guests. 

3ay Roc Hotel is redecorating and 
putting in air-condition units in the 
bedrooms. Ocho Rios Hotel is adding 
15 double rooms. 

Work is continuing on the 200- 
room Marr: takech Hot el, due to open 
this winter. One wing is almost com 
pleted and work has started on an- 
other. 


AUSTIN, TEXAS 

Sheraton Corp. has taken over 
operation of Austin Terrace Moto 
Hotel, largest motel in Texas. New 
general manager of the 360-room 
hotel is Graydon C. Seaton. Hotel 
has banquet meeting rooms for more 
than 300, two swimming pools, two 
dining rooms and jeep-driven room 
service. 


SAN DIEGO 


The 500-room U.S. Grant Hotel 
will undergo a $500,000 moderniza- 
tion and expansion program, an- 
nounces M. Bert Fisher, owner. Hotel 
was recently purchased for more than 
$3 million. 


HOUSTON 

Voters have approved a $20-mil- 
lion bond issue for construction of a 
multi-purpose coliseum and stadium. 
Site of the building will be decided 
later, say authorities. Estimated cost 
of the complete plant, including land 
and extras, is about $25 million. 


CHARLESTON, S. C. 

State legislature has authorized 
city fathers to form a Greater Charles- 
ton Auditorium District to plan, build 
and operate an auditorium. Action 
also opens the way for a $2.5-million 
bond referendum. 
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MR. EXHIBITOR: 


How do you stand in the “Box Score”? 


Hi, PETE! . 
GOT YOUR EXHIBIT 


SET UP YET ? SURE, BILL... 


FINISHED AN 


| USED TO BE 
Uy “BOXED-IN” : 
Lf \ V0, BUT...NOT NOW. 
J, | MY COMPANY USES 
UNITED VAN LINES’ 
EXHIBIT 
MOVING SERVICE 


GOSH, HOW DO YOU 
DO IT? WITH ALL THESE 
CRATES TO WRESTLE I'LL 

BE HERE ALL NIGHT. 


NO MORE 
BULKY CRATING. 
UNITED PROTECTS OUR 
EXHIBITS WITH SOFT, 
QUILTED, SANITIZED 
PADDING...CUTS THE 
SHIPPING WEIGHT, P 
4\ AND WE GET SET 
UP IN HALF THE 
TIME 


NO SIR-R-EE! Vi 
WE TOOK YOUR ¥ 
ADVICE. WE'RE 
USING UNITED 

SERVICE 


, FROM NOW ON. 
NOT WORKING on 0 


OVERTIME 


TONIGHT, BILL ? LD 


¥ Ware 4 pe 
Kl 
You'll do better with United service, too... save on crating, 


cartage and set-up time. Ask your nearby United Agent for full 
details. He's listed under “MOVERS” in the Yellow Pages. 


S&>. A fact-packed booklet explain- 
ing how to PUT YOUR SHOW 
ON THE ROAD THE MODERN way” 


United Van Lines Write to: UNITED VAN LINES 


St. Lovis 17, Mo 


Street 


City 
MOVING WITH CARE EVERYWHERE @ 


THE NEWEST PRESTIGE MEETING SPOT OF FLORIDA’S WEST COAST! 


— 


PERE ae 


—- and the Desert Ranch 


OVER 300 


air conditioned twin bedded rooms 


IDEAL FOR 


WORK OR PLAY 


Meeting rooms for up to 600... all 
completely air conditioned . . . tastefully 
furnished rooms . . . efficiencies . . . suites... 
delightful meals . . . planned social activities . . . 
two cocktail lounges . . . tropical patios . . . huge 
private beach . . . three swimming pools . . . three golf 
courses nearby . . . fishing . . . swimming. . . putting 
green ... baseball. . . jai alai . . . horse and 
dog racing (winter season) 


For information contact 
John W. Astarita, Mging. Dir., or phone 22-1011 St. Petersburg 


New Orleans 


... and of course 


The incomparable Jung ... largest and finest convention 

hotel in the South. 1100 guest rooms, 10 oustanding meeting 

rooms including the Tulane Room (stage, service elevator). 
Delightful guest rooms and service in America’s most colorful city. 


FOR BANQUETS MEETINGS 
Tulane Room 1,000 j 
Green Room 

Tulane and Green Room 


Map Room 
Map Room 
. Washington EXecutive 3-6481 


Plantation Room . . 
Rouge Rooms New York .. CIrcle 7-6940 
Chicago MOhawk 4-5100 


Audubon Room 
Old New Orleans Miami PLaza 4-1667 


Completely air conditioned —TV and radios 
Fabulous Charcoal Room —Comfortable Cocktail Lounge 
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NOW AT THE SHOREHAM HOTEL... 


View of one aisle at a recent trade show indicates 
spaciousness of the Shoreham’s exhibit hall 


One of two private driveway entrances. Trailer 
trucks can deliver directly to the exhibit hall. 


- 


. . 
a> a A a La 
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44,000 square feet of exhibit space for trade shows 
and convention exhibitions 
Another great convention feature at the Shoreham, Washington’s most 
complete convention hotel! Now, in addition to the finest facilities for meet- 


ings and banquets, the Shoreham offers you a huge, modern exhibit hall for 
trade association shows and convention exhibitions of every type: 


* 44,000 square feet of exhibit space, entirely on one floor of the hotel, can 
accommodate up to 250 display booths, 8’ x 10’. 


* Unlimited floor load and up to 11’8” ceiling height allow you to exhibit 
large, heavy industrial equipment. 


* Two special! driveway entrances to exhibit hall. Displays are unloaded right 
at exhibit hall level and set up quickly . . . no elevators required. 


* All meeting and banquet rooms are immediately adjacent to the exhibit 
hall and are easily accessible without need to use elevator service. 


* Electrical outlets of 110 and 220 volts are located at every display booth, 
with a total capacity of 400,000 watts. 


* Experienced staff of electricians and maintenance men to assist you with 
your exhibits . . . facilities for decorating, furniture available. 


For complete information, write John C. Egan, Sales Manager 


ty Shoreham _.-s 


Connecticut Ave. at Calvert, Washington, D.C. 


Mn ven ba os 


> - 
j 

> a 
, 


Ctseeietie 


Accomplish More...Enjoy More—at the 
New, Convention-Perfect Diplomat! 


A COMPLETE CONVENTION WORLD-IN-ITSELF...on its 
own 400-acre estate bordered by the blue Atlantic...the 
magnificent new Diploinat Hotel and Country Club offers every 
business and pleasure facility imaginable for meetings of from 10 to 1,000. 
For your conference: a wide choice of flexible, air-conditioned meeting 
rooms; 550 luxurious guest rooms; your own Country Club with 4 tennis courts, 
Fred Perry, pro), and a challenging, 18-hole tournament golf course 
Cary Middlecoff, pro); 4 swimming pools; 1,000-foot private beach; 
yacht basin with deep-sea fishing boats; top entertainment; and the 
finest food— served in 6 dining areas! All this just minutes from Gulfstream 
race track, Jai Alai, greyhound racing, and all sightseeing spots. 


SPECIAL FACILITIES: Hi-Fi Audio Equipment / Exhibit Areas / 
Theater Lighting Equipment / Print Shop / All Meeting “Props” 

Expert Service Crew / Projectors and Screens / Decorations / 
Shopping Promenade / Cabana Club / Steam Rooms and (Az 
Solaria / Complete, Convention-trained Staff. 


“4 DIPLOMAT «= 


HOTEL AND COUNTRY CLUB 


Write today for color brochure and complete information! o 
IRVING TILLIS, Director of Sales » GEORGE E. FOX, General Manager 
THE DIPLOMAT / HOLLYWOOD-BY-THE-SEA / FLORIDA | 
——— 


For complete information write or wire LEONARD HICKS, JR. & ASSOCIATES: Chicago 505 North 

Michigan Avenue + MOnhawk 4-5100 Teletype: CG 1264 New York City 65 West S4th Street 

Circle 77-6940 Teletype NY 1-425 Washington, D.C 1145 19th Street, N.W * EXecutive 3-6481 
Teletype: WA 279 Cleveland: Hote! Cleveland + Telephone. PRospect 1-7827 Teletype: CV 203 
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MEETING, SHOW NEWS 


All Universal Travelcards, sponsored by American 
Hotel Assn., will be cancelled midnight, Sept. 50. After 
this date, American Express Co. issues its credit card 
to holders of Universal Travelcards. American Express 
bought out credit-card operation of AHA's American Hotel 
Credit Corp. (In deal American Express is to pay $1 for 
each Universal Travelcard outstanding Sept. 30 and $1 a 
year for each renewal for 10 years. ) 


Credit card picture still not clear. Sheraton Corp. 
of America is extending its own credit card to include 
other hotels and services. Sheraton hopes to line up 
airlines and oil companies, too. Hilton Hotels may enter 
credit-card field with a plan to charge participating 
companies lower rates than current 5% to 7% charged by 
most credit-card plans. 


National Packaging Exposition to keep $2 registra- 
tion fee. First charged this year, fee is planned for 
1959. Half fee income goes to American Management Assn. 
research projects in packaging. Balance goes toward 
reduction of booth rental in 1959 show for exhibitors 
that were in this year's show. Next show, April 15-17, 
International Amphitheatre, Chicago. 


The Material Handling Institute's Exposition, June 
9-12, has booked 25% more exhibitors than it had in 1956. 
MHI has to open two more halls (Arena and South Hall) 
in Cleveland Public Auditorium to handle space demand. 


Opening date for Miami Beach Exhibition Hall, origi- 
nally scheduled for Oct. 1, has been advanced to Sept. 28 
to accommodate a new car announcement show by a "major 
manufacturer," announces Claude Ritter, hall manager. 
Bookings for the hall are being made well in advance with 
1960 shaping up as a big year, he adds. 

First over-all automobile show is slated for Feb. 
27 through March 8. Tagged the 1959 World Wide Auto Show, 
it will include exhibits of foreign and domestic autos, 
Sports cars, scooters and auto accessories. 


The 3lst annual Hotel Sales Management ASSn. con- 
vention, in Montreal's Queen Elizabeth Hotel, Nov. 
19-23, is expected to lure the largest attendance of wives 
in the association's history. Convention planners will 
place special emphasis on the ladies program, says HSMA 
Executive Vice-President Adrian Phillips. 


Both attendance and Sales were down at 40th Inter- 
national Trade Fair of Lyons (France) last April. Show 
officials attributed the poor showing to rainy weather, 
political developments in France and U.S. recession. 
Next Lyons International Trade Fair, scheduled for April 
4-13, 1959, will be reorganized to "conform with the 
economic exigencies of members of the ‘Common Market,'" 
say show officials. 


American Welding Society Convention and Exposition, 
Slated for Chicago, April 6-11, 1959, will include ex- 
hibits on adhesive bonding and plastic welding for first 
time. Decision automatically makes companies and per- 
sonnel in these fields eligible for AWS membership. 
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LATEST ADVANCE 
IN 


VISUAL AIDS 


easel with paper pad 


5 WAY 


PRESENTATION EASEL 
@ Paper Pad Presentations @ Blackboard Chalktolks 
@ Flip Chart Presentations @ Card Chart Speeches 


@ Point-of-Purchase Posters 


ONLY $42 50 


Send for free literature 


TRIPOD 

EASEL 

Lightweight 
aluminum — Holds 
card chart or frame 
— Not portable 
Easel only. 


(No. 121) $7.50 


LITERATURE 
RACK 

Holds nine stacks 
of 814x111" folders 
or magazines 

— framed in 
aluminum. 


(No. 303) $20.00 


ARLINGTON 


ALUMINUM COMPANY 
19005 W. Davison + Detroit 23, Michigan 


— ee a es ee 
Please send me free information on: 


() 5-Way Presentation Easel 
() Literature Rack CD Tripod Easel | 


ee 
et 


company 


address 


city 


| state 


Portrait of how the man feels who didn’t book his 


1959 convention into the .. OPENING 
l 


vore, ROBERT MEYER APM) sou 


1959 


Jacksonville, Florida 


He didn’t know Jacksonville had a new concept in 
hotels providing his group with: 


550 rooms 

250 car garage 

Windsor Ball Room seats 1000 for 
banquets or 1400 for meetings 
Huge exhibit area for automotive or 
industrial equipment shows 

Special suites for smaller parties 
Every modern facility available from 
theatre lighting to closed circuit TV 


Plan Now — Send For Your Convention Folder 


THE HOTEL ROBERT MEYER 


JACKSONVILLE, FLORIDA 


Outstanding Convention Address in the Southwest 
HOTEL ADOLPHUS 
Summary of Convention and Meeting Facilities 


SIZE 
SQ. FT. 


ROOM FLOOR SEATING DINING 


Grand Ballroom Lobby 1,350 1,000 8,030 
Regency Room* Lobby 1,600 800 6,510 
Roof Garden 15th 500 400 3,374 
Cactus Room 21st 300 200 2,640 
Danish Room 15th 200 175 1,500 
North Room 15th 100 80 900 
French Room Lobby 175 135 2,000 
Press Room 7th 150 120 2,100 
Directors Room 7th 45 30 700 
Parlor A Mezzanine 150 135 1,290 
Parlor B Mezzanine 40 30 378 
Parlor C Mezzanine 50 40 627 
Parlor D Mezzanine 110 957 
Parlor E Mezzanine 25 288 
Parlor F Mezzanine 30 385 
Parlor G Mezzanine 75 682 
*C ‘onnecting 


‘Auto > Lift: Vie Ramp pe reer - Portable. Lecterns: Table and 
Standing types. Complete range of sound and projection equtp- 
ment, including public address systems. 


Pus ioown, Bia of HOTEL ADOLPHUS 


Groxcz H. Smita, Sales Manager H. H. “Anpy” Anogrson, Managing Director Dallas 1, Texas 
Completely Air Conditioned © Conmecting Garage for 600 Cars © TWXDLSII © Phone Riverside 7-6411 
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Meeting, Show News continued 


National Housewares Exhibit in Atlantic City last 
July set new records in buyer registration and exhibi- 
tors, says Dolph Zapfel, National Housewares Manufac- 
turers Assn. secretary. Total of 8,121 buyers regis- 
tered to see exhibits of 660 manufacturers. Attendance 
topped 21,000, making show the largest summer exhibit 
in housewares history, says Zapfel. Show, scheduled for 
Chicago's Navy Pier, Jan. 12-16, will run Monday through 
Friday instead of Thursday through Thursday, as in pre- 
vious years. 


Indiana State Fair Board has slashed rents on three 
principal buildings at Indianapolis fairgrounds, effec- 
tive Sept. 15. Manufacturers' Building and Cattle Barn 
is down to a flat $400 a day from $500, plus charges for 
utilities, cleanup and other expenses, Farmers' Build- 
ing is down to $200 a day from $250. 

"Potential users found old rentals 
even prohibitive," says Dallas Smith, 
rentals and security. 

Still being considered is request by Indiana Coli- 
seum Corp. for reduction in its rental rates. Mel Ross, 
general manager, Coliseum, has asked the board to accept 
20% of gross receipts instead of current 25%. 


uncertain and 
supervisor of 


General Motors has announced officially, the re- 
vival of its Motorama show with first showing slated for 
New York's Waldorf-Astoria Hotel, October 16-22, From 
there show will move to Boston's National Guard Armory 
for nine-day stand starting Nov. 8. General Motors is 
expected to spend about $2 million promoting the famed 
traveling show. 


Outdoor Advertising Assn. of America, scheduled to 
open its convention in Chicago, Oct. 5, has postponed it 
until June 8-11, 1959, pending a government ruling on 
"national standards" for outdoor advertising on new U.S. 
interstate highways. Secretary of Commerce is expected 
to interpret legislation passed by Congress earlier this 
year. 

OAAA will hold a series of area meetings for its 
members as soon as the standards are adopted, say asso- 
ciation officials. 


Completion deadline for new $35-million Denver 
Courthouse Hotel has been extended to Feb. 1, 1961, an- 
nounces Webb and Knapp, New York realty firm that is 
building the hotel. Time extension was made necessary 
by labor disputes, water conditions—and expansion of 
plans for a 914-room hotel instead of original 750 rooms, 
say company offcials. 

Webb and Knapp's other hotel project in Denver— 
Zeckendorf Plaza Hotel—has also been postponed until 
Feb. 1961. City fathers have to find other hotel rooms 
for conventions scheduled in the Zeckendorf during the 
summer of 1959. Seven conventions "have postponed their 
Denver meetings" out of 27 national conventions slated 
for July 1, 1959 to June 1, 1960. 


John D. O'Connell takes over as convention manager 
of Chicago Exposition Center after four years with Chi- 
cago Convention Bureau. Appointment of O'Connell, says 
David Mayer, Jr., chairman, Exposition Authority, marks 
start of "an aggressive program to strengthen Chicago's 
position as the nation's leading convention city." 
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For your next meeting, choose 
one of these 4 resort locations 


in suburban Chicago on Lake Michigan 


a 
OCEAN FOREST HOTEL 
Myrtle Beach, South Carolina 


Atop beautiful Blue Ridge Mountains 


oa, 


‘ 


MAYVIEW MANOR 


Blowing Rock, North Carolina 


Heart of northland resort area 


-* 
“4 
ott uf & 
we a 
hk . 
- ei” 


Brainerd, Minnesota 


Hundreds of meetings a year are held 
at these four famous resort hotels. 
Complete facilities at each for 300- 
400 persons. Operated and managed 
by Richard Wright and Larry Boyle. 


d Address inquiries to 
Rush Strayer, General Sales Manager 
Hotel Moraine, Highland Park, Ill. 


THE LARGEST 
CONVENTION HOTEL 
IN THE CARIBBEAN 


ii 44 
habana|) VE hilton 


a> i = 
HAVANA*+CUBA 
COMPLETELY AIR-CONDITIONED 
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w 
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630 air-conditioned rooms all with private 
balcony for dining and entertaining 
Meeting rooms for 100 to 1850 

Banquet facilites for 50 to 1300 

Closed circuit TV 

Swimming pool and Cabana Club with out- 
door dining terrace 


pererererererere re see 
popepererererere re flr ie rely 
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\ 
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Casino 


Golf privileges 
No passport or currency problems 
Now is the time to plan next year’s convention in gay 
Havana... one of the world’s most fabulous cities. Only 
4%, hours from New York by air. 
For information or literature write: 


Sidney A. Kirk, Sales Manager, The Habana Hilton, Miami Of- 
fice, Dupont Plaza Center, Miami 32, Florida, FRanklin 9-3427. 


eo" THE es STIMULATING | CONVENTION) You've EVER HAD! 


\ "“COBANA ™ HAVANA 


sx, Your men will get more out of a sales meeting or con- $3 
eK vention in Havana or Varadero. You'll get more out of t 


them. They'll relish the novelty of Havana’s “old world- 
cag new world” setting, the invigorating climate, the most 


Further, Cubana helps you plan all activities—business 
or pleasure — makes suggestions for accommodations, 
tours, night club and casino visits. Cubana prepares pre- 
convention literature and sends it direct to salesmen to 
keep them on their toes and “rarin’ to go.” Best of all 
... for an overseas convention, the costs are less than you'd expect. 
It’s a package deal that packs a lot of sales incentive. 


++7— modern new hotels, the many facilities for work . . . for 
sun and fun. 


Cubana assigns as many planes 88 you need far a FREE! Send a reservation for the informative, illus- 


exclusive use, paints your name on them in big letters, 
decorates the interiors with your signs, slogans, cam- 
paign material. These chartered planes—modern Super 


G Constellations or Prop-Jet Viscounts—take off from the bh “ 
Nas 


place you designate, fly swiftly and pleasantly to your 
chosen destination. Arrangements can be made for exciting 
refreshments and delicious meals aloft. 


24 


trated file folder, ‘A Brief case for holding your 
Convention in Cuba.” It’s crammed with ideas for 
planning the best convention you've ever had. 


Write Dept. ME 


, CUBANA AIRLINES 


Executive Offices: 625 Madison Ave., New York 22, N. Y. @ Plaza 3-0516 
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In 


Washington, m= every Convention or 
ne show becomes a 
meee = Significant event! 


You can move your convention or show even 
beyond the importance of one industry, city or 
country . . . into the focal point of the entire 
world! 


In Washington, D. C. .. . you can reach and 
influence the world’s most important people: 
the highest government officials and agen- 
cies . . . lawmakers . . . the largest press 
corps . . . diplomats and purchasing agents 
of every land. You can see and sell the most 
powerful, concentrated market in the world! 


No other city in the world offers the prestige 
... press coverage and pleasure of Washing- 
ton. The city abounds in beauty, in magnifi- 
cent accommodations, in things to do and see. 
You can be a part of the city where today’s 
news becomes tomorrow’s history! 


AND — NO OTHER CITY IN THE WORLD OFFERS 
THE D. C. GUARD ARMORY ... «a showplace worthy 
of the world’s capital . . . and your convention. 


@ Largest—136,000 sq. ft. of exhibit space. 
Most convenient—minutes from Capitol Hill, finest hotels, 
business, direct transportation routes. 
Most complete—fully equipped, ultra-modern facilities. 
Expert convention staff. 
Catering and restaurant service. 
Drive-in facilities. 
1,500 car parking area. 


J 


FOR FREE COLORFUL BROCHURE, and further information, 
the SHOWPLACE of The Nation's Capital .. . write Arthur J. Bergman, Manager 


NATIONAL GUARD ARMORY 


2001 EAST CAPITOL STREET © WASHINGTON 3, D. C, 
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CHATEAU LAURIER —550 Rooms — Ottawa, Ontario... 
One of the world's finest hotels, located in the heart of Canada's capital. 


CANADA’S CONVENTION HOST 
FROM COAST TO COAST! 


MIX YOUR BUSINESS WITH FUN AT A MODERN CANADIAN NATIONAL CONVENTION HOTEL! 


Make your next convention the most successful 
you've ever had . . . hold it in Canada at one of these 
magnificent CNR Hotels! They’re especially “‘con- 
vention-conditioned” to give you unsurpassed facil- 
ities, accommodations and service. And you'll find 
that Canada offers the very best in sports, entertain- 
ment, scenery and sightseeing. In addition, Canadian 
NATIONAL Railways gives you two important 
extras: 


TOPS IN TRAVEL SERVICE—the advice and assist- 
ance of friendly travel experts is available to delegates 
at Canadian National Railways Offices conveniently 
located in principal cities of the United States and 
Canada. Interesting pre-convention and post-conven- 
tion MAPLE LEAF ‘PACKAGE TOURS’ are 


available. 


CONVENTION PLANNING SERVICE — Canadian 
NATIONAL’s Convention Bureau has the know-how 
and experience to assist you in all your particular 
convention problems. For complete information, 
write: A. P. Lait, Manager, Convention Bureau, 
Canadian NATIONAL Railways, Montreal, Quebec, 
Canada. 


1216 rooms—Montreal, Quebec 
TH UEEN ELIZABETH ’ 
QUEEN MIZA tity air-conditioned .. . A CNR Hotel operated 
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by Hilton of Canada Ltd. 

CHATEAU LAURIER—550 rooms—Ottawa, Ontario . . . One of the 
world’s finest hotels, located in the heart of Canada’s capital. 

JASPER PARK LODGE—650 guests—Jasper National Park Alberta... 
Open during summer season. Showplace of the Canadian Rockies. Un- 
excelled convention, sport and recreational! facilities. 

HOTEL VANCOUVER—560 rooms—Vancouver, British Columbia .. . 
Canada's West Coast Metropolis and convention headquarters. Under 
joint management of Canadian National Railways and Canadian Pacific 
Railway Company. 

THE MACDONALD—480 rooms—Edmonton, Alberta .. . 
new 15-storey wing. Expanded convention facilities. 

THE BESSBOROUGH— 260 rooms —Saskatoon, Saskatchewan, especially 
designed and equipped for all convention requirements. 

THE FORT GARRY —265 rooms— Winnipeg, Manitoba .. . in the "Chicago 
of Canada” and splendidly equipped to handle all business and social 
functions. 

THE NOVA SCOTIAN—150 rooms—Halifax, Nova Scotia .. . Over- 
looking historic Halifax harbour, this modern hotel ranks among Canada's 
best. 

THE CHARLOTTETOWN—110 rooms—Charlottetown, Prince Edward 
Island... the "Garden Province” of Canada. Famed seafood cuisine. 
NEWFOUNDLAND HOTEL—140 rooms—St. John's, Newfoundland . . 
Centrally located in the capital city of the Province of Newfoundiand. 


A sparkling 


(ANADIAN 
NATIONAL 4 


RAILWAYS 


YOUR FUN STARTS THE MINUTE YOU BOARD... 
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AS THE EDITORS SEE IT 


SALES MEETINGS 
September 19, 1958 


Weakest in Basic Procedures 


It should be sheer waste to tell today’s meeting 
planner about basic procedures for use of audio- 
visual aids. As meeting planners we have a high de- 
gree of sophistication. We use electronic gadgets, 
have a maze of new projectors and visual techniques 
at our disposal. 


But, sad truth is that at about 80% of the 
meetings you attend, visual presentations are 
faulty. Biggest fault is not with the material 
itself but the way it is handled. 


How many times have you sat in the audience 
and waited while a projector was put into focus? 
Remember all the upside-down slides or slides out 
of sequence? How about failure of the projectionist 
to syncronize with the speaker? Recall frantic search 
for light button to darken the room? How often 
were you exposed to wasted minutes while a pro- 
jector was raised or lowered to put the image on the 
screen—or the projector was moved forward in the 
hall to narrow the image to screen size? 


You have been exposed to all these “goofs” 
many times as part of an audience. But, how 


about your audiences? Have you done the 
same thing to them? 


This issue contains a large section on aids fot 
meeting planners. None of them are fully effective, 
however, unless your basic procedures are profes- 
sional. 

There’s no excuse for a projector that is out of 
focus or not in proper position to reach the exact 
size of the screen. Nor is there a sound reason for 
microphones to be out of adjustment. 

If all this sounds too elemental for you, keep a 
tally at the sessions you attend during the next 30 
days. If you score better than 20% perfection in 
handling basic procedures for use of audio-visual 
aids, you are attending a higher quality of meetings 
than those to which our staff has been subjected 
lately. 


Keep in mind: Cheapest bit of professional- 
ism you can put into your meeting is the 15 
minutes before each session to check out 
equipment and projectionist. It should go 
without saying that rehearsals in advance of 
this last-minute check-out are a “must”. Un- 
fortunately, it needs saying. Rehearse! 


Brussels Proves the Themes the Thing 


If any one element could be filtered out of ex- 
hibits at Brussels World’s Fair, it is this: Exhibits 
with a meaningful theme got across to the audience. 
An exhibit as offered by U.S.A. with vague, unde- 
tected theme falls flat. 


First requirement seems to be that you 
know exactly what you want to say to show 
visitors. Second, make sure every element in 
your exhibit contributes toward this message. 


This is a valuable lesson for trade show exhibitors. 
Too often, generalities and themeless booths (as in 
U.S.A. Pavilion) are given a selling job to do for 
which they are unequipped. 


The fair proved that strong themes have 
strong impact. 


It takes time and much planning to develop a 
forceful theme, but it is worth it. Too often, exhibits 
are planned as simple or complex displays of prod- 
ucts. Against stiff competition of similar products, 
this usually is not enough. Your advantages have to 
be tightly woven into an understandable theme. 

A theme offers a guidepost for your booth person 
nel—a direction to take. It gives your visitors an 
idea to mull over, too. 

People tend to buy ideas rather than prod- 


ucts, especially with a profusion of near 
identical products. 
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LE REINE BLIZABETEH 


Now Open..The Latest Word in Convention Sites! 


THE QUEEN BLIZABETH 


You and your group are assured of the most efficient handling, gracious service and 
the ultimate in function facilities when you hold your next convention or sales meeting 
at The Queen Elizabeth, Canada’s newest and finest hotel. 21 stories high, this magnifi- 
cent hotel provides 15,000 square feet of exhibit space, 23 sample or meeting rooms 
—accommodating up to 3,000 for a meeting or 2,000 for a banquet—and 1,216 spacious 

guest rooms with individually controlled 


electronic heating and air-conditioning. 


Delegates attending conventions at The 
Queen Elizabeth will thoroughly enjoy visit- 
ing distinctively different Montreal where 
British institutions and French traditions 
blend in a unique, delightful combination. 


Plan now to have your next convention at 


THE 
QUEEN ELIZABETH 
(A C.N.R. Hotel) 

MONTREAL, CANADA 


= . Te Operated by Hilton Hotels International 

. ON STOTT Ie Or Pk 

E _— an 4 : ae ae ee % For information, contact The Queen Elizabeth, Mon- 
" ser hel.) apr owe 45s) Be an treal, Canada Telephone: UNiversity 1-3511, or 

al s PRR Ts > Sp, oa ray Joseph T. Case, Sales Manager, Hilton Hotels Inter- 

; _ ae = a Lom - national, The Waldorf-Astoria, New York 22, N. Y. — 
re _— n Telephone: MUrray Hill 8-2240. 


MEETING IN JASPER NATIONAL PARK Canada has excellent facilities for... 

A friendly resort in Canada’s Rocky Mountains CONVENTIONS— Montreal and Toronto for big conventions...mod- 

is the right place for your Sales Meeting or ern, well-equipped hotels...plenty of after-hours entertainment. 
? POST-CONVENTION TRIPS—A foreign land at domestic prices. A pano- 


smail Convention. The work gets done in plenty - : , : 
I . rama of interesting things to do in the world’s second-largest 


of time for fun. More and more U. S. business- country. 

men are discovering that Jasper, Banff, Lake TRANSPORTATION—TCA flies the smoother, quieter, more comfort- 
Louise, Calgary or Edmonton fit all the require- able prop-jet Viscount to and through Canada. It costs less by 
ments for constructive, enjoyable get-togethers. air with more time there. 


For planning assistance, sce your Travel Agent or 

contact TCA in Boston, New York, Tampa/St 

Petersburg, Cleveland, Detroit/Windsor, Chicago, 

Seattle/Tacoma or Los Angeles 
TRANS-CANADA AIR LINES 
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World’s largest and finest convention-resort hotel... 


INCOMPARABLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 
10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 
for groups up to 2500! 6 private dining rooms, formal 
dining room, casual coffee shop for fine food 

at popular prices. 


UNSURPASSED FACILITIES FOR 
FUN AND RELAXATION 


14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
— 4 cocktail lounges — exclusive shops — La Ronde 
Supper Club — Yacht Basin — 565 luxurious rooms... 


ontainebleau 


ON THE OCEAN AT 44th STREET, MIAMI BEACH, FLORIDA 


For information 

write or wire 

STANLEY B. CAMPBELL 
Director of Sales 


BEN NOVACK 
President 


OUKE STEWART 
Manager 
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( NOW with NRPS... 


a nationwide Rental and Projection Service to handle 


all your AUDIO-VISUAL requirements...anywhere 


Where will your firm’s next meeting take place? Chicago? New York? Los Angeles? Wherever it will be, you 
can make complete arrangements /oday for all your projection service and rental needs . . . and you can do it 


right in your own cily without leaving your desk! 


Through the cooperation of individually owned and operated rental and projection companies, this 
unique and time-saving service is available in any city from coast to coast. These companies who 
specialize in audio-visual services have been selected for their ability and experience to meet the partic- 
ular demands of your programs 
They are thoroughly trained and 
qualified; offering you a variety of 
the finest equipment and selling 
tools available. In addition, each 
member firm will supply courteous 
_and reliable operators to carry your 
programs through without a flaw. 
If you’re planning one meeting or 
several during the year, wrile or 
phone our Executive Offices in Chi- 


cago (address below). 


Write today for a free copy of the 1958 NR&PS brochure and be sure to ask for a 1958-9 credit card 


wee NATIONAL 
& : A 
‘ 
P 5 pe * eee & Projection he 0 
VENUE « CHICAGO 45, ILLINOIS 


SALES MEETINGS/Part 11 SALES MANAGEMENT 


ooh 


~ 
tp 


z) 
U 


What Should You Bring With You? 


An old hand with meeting props offers tips on what to ex- 


pect a hotel to have. His counsel: check with hotel long in 


advance; when in doubt, bring everything you may need. 


BY JEAN DE JEN 


President, Oravisual Company, Inc. 


Meeting rooms are palatial; ban 
quet facilities, magnificent; swim- 
ming pools, hydraulic lifts and air 
conditioning, the most. But ask for 
something so prosaic and essential as 
a respectable easel for example—and 
you re back in the middle ages. 

It is often the little inexpensive, 
but nevertheless important, items that 
may upset the program chairman, 
embarrass the speaker, distract the 
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audience and sadden the show. But 
don’t blame the hotel for all you: 
problems. It’s not supposed to know 
how to stage and conduct a successful 
meeting. That’s your job. You can 
only blame the hotel for anticipating 
some of your smaller needs so inade- 
quately. 

Most hotels that cater to group 
business can provide an excellent PA 
system, carpeted platforms, comfort- 


able seating and mournful lighting. 
But, here again, you may be at fault. 
Many hotels can supply the extra 
lighting so important to a successful 
meeting. But you have to ask for it 

in advance. It would be undiplo- 
matic on the part of the hotel to tell 
you what you need and how to run 
your meeting. 

In my book of experience, effective 
and dramatic lighting heads the prop 
list. Whether your meeting is small 
or large, good lighting is the prime 
visual aid. During talks, here and 
yonder, it was nothing unusual to 
have a big chandelier light up the 
back of my neck, blinding my audi- 
ence and obscuring my face. Not 
that my face was so pretty, but a 
speaker should be seen as well as 
heard. 

Somehow, the committee for ar 
rangements seldom thinks about 
light. It’s taken for granted like a 
leakproof roof. Or it’s overlooked in 
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For small, informal meeting you 


can make many things do—chair 


on top of table for your charts. 


1 welter of details such as who should 
sit at the speaker’s table and whether: 


to have veal scallopini or chicken for 
Probably we should 
blame hotel architects f outdated 
] 


lighting. ‘They seer 


terms of ballrooms 


the luncheon. 
| 1 

think In 
an work- 


rooms. 


or movie 
You ma\ 


itchboard 


room or! 
kitchen. This 

ome with a 
wigwag sys 

idea is to check 
LITIES bef« re booking 
oom to be used for audio 


presentations. 


Provide Own Switchboard 


onvention shows we 

isually provided our own portable 
switchboard, a big bulky affair, and 
y behind “‘stage.”’ 

cl 


located it convenient 
iboard was 


ised whenever 


+ 


to conduc a 
sales meetings. 
was not needed in 

otels on out tours. But 

most ll neces our program would 

ve been a stumbling affair without 
own port ible year 

Today a number of 

hotels can supply proj 

Various Sizes 16mn 


re projectors, complete wit 
union operators. Such equipment also 


rented in many cities from the 
Conven- 


an be 
low al audio-visual dealer. 
ience of not having to lug these audio- 
visual aids long with your personal 
luggage is wonderful. But remember, 
when you borrow from the hotel or 
rent from a dealer, you’re putting 
trust in others. If you’re any 
degree of a perfectionist, it is still 
smart to bring your own. 

Average resort hotel usually can 
provide only the bare necessities for 
a meeting — such as a room complete 
with chairs. This holds true even 


your 
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with some of the super deluxe resort 
establishments. Because their business 
Huctuates with the seasons, or because 
they are open only a few months out 
of the year, they must keep their 
capital expenditures to a minimum. 
planning to combine 
pleasure and 
goodness sake, bring every- 


So, if you are 
} 


business with atmos 
phere, fo: 


including your wife. 
Oral and Audio 


I treat oral-visual aids separate from 
aids beca ise each be- 
“Audio” 
sound waves and 
was combined with “visual” to de 
scribe sound-motion 


a idio visual 
longs to a different genus. 


pertains to electric 


picture and 
sound-slidefilm techniques and equip- 
ment. Oral-visual, on the other hand, 
ipplies to visual presentations with a 
word of mouth accompaniment—that 
is, without aid of any mechanical 
sound devices. In simpler words, one 
is a live show, the other canned. It is 
important that we clearly differenti 
between these two basic methods 
of group communication: 
1. (Live) word of mouth 
tals oral-visual 
2. (Canned) reproduced sound 
visuals audio visual 
Equipment for an oral and visual 
presentation is relatively simple and 
inexpensive. Best known is the old 


fashioned schoolroom blackboard to 
which we were all exposed in our 
youth. Most hotels can provide this 
teaching aid. Usually it is a big un 
wieldy device that pivots in the mid 
dle. It not only looks incongruous in 
a modern setting but lacks the flexi- 
bility and utility of its modern count- 
erpart—the whiteboard easel with its 
big writing pad. Although a few 
hotels can supply such an easel, I 
believe you should bring your own 
to fit your particular presentation. 
Most of the whiteboard type easels 
and thus are easy to 
meeting. 

however, one indispensa 

{ uid every hotel, large Oo! 
small, should be able to provide. That 
is a modern and practical easel for 
flannel 
bulle 


rds or miscellaneous displays. 


chart presentations, 


signs, announcements, 


Just about every meeting needs one 
or more good easels usually more. 
You should not be expected to bring 
your own, but I advise that you play 
safe and do so. 

Now don’t misunderstand me. 
Every hotel has some kind of easel 
A handful of the big 
city hotels can even supply you 


the modern type easel you may 


or < hart stand. 


have 


1 


become accustomed to during the last 
lecad 


e. But in most instances, you'll 


( 


find that the weird, clumsy or wobbly 


at 


ontraptions palmed off as easels were 
designed by the janitor whose know] 
edge of visual aids leaves much to be 
desired. You may discover too late 
that your charts or other visuals are 
below the vision of those in the sec 
ond row, or they may be too big o1 
too heavy for But that’s 
your personal problem. And if the 
hotel’s contraption, looking so horri 
bly out-of-place, falls apart in the 
middle of a presentation, it might be 


Just explain that 


the easel. 


good for a laugh. 
it’s part of the act. 

For the small informal 
you can make many things do. For 
instance, you can set a chair on top 


meeting 


(continued on page 1/48) 


Unless you are complete master 


of meeting program — plan every 


prop in advance—you take pot-luck. 
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Why Visualize at All? 


You can't rely on communication by word symbols. Misun- 


derstanding is too easy. Here is a 10-point check list to 


help you analyze material when you visualize your points. 


BY JOHN R. O'NEILL 


Advertising and Sales Promotion Manager, Tecnifax Corp. 


New knowledge 


so rapidly that to one who makes an 


is coming to light 


effort to keep informed of only major 


events of today’s evolving knowledge, 
the prospect is one which tends to cre 
ate frustration and despair. 

So, if we are to develop the ability 
to tolerate the speed rate at which we 
ire travelling, we must find new and 
eficient means of communication, to 
complement and clarify the spoken o1 
printed word. 


Words are symbols. 


transmission and 


heir perfect 
reception demand 
identical response to the transmitted 
symbols. 


Is never 


In practice, such perfection 
achieved. Why? For one 
reason, there are not enough words. 
Estimates are that there are 
600,000 words in the English lan- 
graduate re 
approximately 20,000 and 
uses less than 8,000. We try to con- 
vey the meaning of everything in- 
volved in our limitless, dynamic uni 
verse with this limited and relatively 


Static 


some 


Puage. Av erage <¢ ollege 


ognizes 


vocabulary. It is no wonde1 
that we misunderstand each other. 
With so few 


must do several jobs. 


words, each word 
For example, 
a fast race horse in one which runs 
rapidly unless he is tied fast. A color 
is fast when it does not run at all. If 
we observe a religious fast, we abstain; 
yet, in another generation, a young 
lady was considered fast because she 
from practically nothing. 
Obviously, almost every word must 
; the as 
sociation of other words establishing 
with varying degrees of precision, the 
desired meaning. 

Use of word-symbols is compli- 
cated by the way our minds werk. 
Let us see what happens to a new 
concept which a speaker is trying to 
communicate. He draws upon his 
experience, education and background 
to deliver a verbal (symbolic) signal, 
which is received by the hezrers as 


abstained 


have more than one meaning 
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an auditory (symbolic) signal. The 
auditory signal goes to a frontal lobe 
of the brain, in which is located the 
control mechanism of social behavior. 
From here it is transferred to the back 
to the brain, where experiences are 
stored, including prejudices, fixations 
and superstitions. 

Che listener, to greater or less de 
ree, twists and distorts the signal 
ving to make it fit his experience. 

When he does make this distortion fit, 
he says that he understands. But does 
he? The symbolic signal which he 
fits into his experience is an inter- 
preted symbol, never identical with 
the concept which the speaker in 
tended to transmit. 

This is the pattern of human com- 
inication—a complex, 

pattern. We should not be surprised 
when people misunderstand our 


words. We should be 


when words alone eve1 


wordro IS 


astounded 
succeed In 


a complete and accurate 


conveying 
new concept! 

It is obvious that any system that 
an present simultaneously many 
ommunication elements has vastly 
improved communication efficiency. 
Visual reception accomplishes pre- 
cisely this. To demonstrate, please 
now lift your eyes to the scene im- 
mediately in front of you. Note that 
you will perceive literally tens of 
thousands of visual elements simul 
taneously. 

It is true that we cannot study each 
of these in detail, nor even compre- 
hend all of the perceived elements in 
that view, during the proverbial 
“twinkling of an eye.” But, we do 
perceive a far greater number of ele- 
ments in that one glimpse than is 
possible in symbolic verbal communi- 
cation over much longer periods of 
time. 

If this train of reasoning be pur- 
sued, it leads to the conclusion that 
the most readily available single ex- 


pedient for increasing the 

sorption of the rapidly « 
knowledge we need is the sy 
use of visual communication. 

“How do I begin?” “What 
niques should I use?” These are ques 
tions for which the visualizer must 
work out his own answers. Bertrand 
Russell is reported as having once 
said, ““Whatever is worth doing, 1s 
worth doing... poorly!” This com- 
ment may be interpreted: If we wait 
until we can do a thing well, we may 
never do it at all. So, may we similarly 
offer advice to the would-be visual 
communicator: Begin by doing as 
well as you can with whatever vis ial 
communication materials are at hand 

slides, flip charts, blackboards—but 
begin! 

Perhaps the following check list 
will help the visualizer off to a good 


aot 
Start: 


1. Is your point worth making? 
Is it essential to the understanding 
of your subject? Does it deserve the 


2 


emphasis which a visual gives! 


2. Can it be adequately verbalized? 
If it can be verbalized, why visualize 


1+? 
l 


3. Do your words impart meaning 
to the visual? Does the visual sup 
plement the verbal medium rather 


2 


than replace it! 
4. Does your visual achieve unity? 

Is it free from incompatible and com 

plicating symbols, art 


niques, type faces? 


ideas, 


5. Is it visually fluent? 
functional or ornate? Are complex 
subjects presented in comprehensible 
units? Was the art work designed for 
this medium, or borrowed without 
modification from another type 
presentation? Have you considered 


your audience? 


6. Is the visual honest? Does 
plead special interest? Have the 
been distorted ? 


7. Is the visual intended for the 
benefit of the audience, or the 
speaker? Have you avoided “program 
notes” and “speaker’s outlines’? Is 
it a visualization or a 


“reading ses 


sion ¢f 


8. Is it completely readable by the 
entire audience? Is there an unob- 
structed view of the screen? Are il 
lustrations and lettering 


enough ? 


large 


9. How much effort did you put 
into it? Is it as good as you can make 
it? 

10. Has it achieved your ob- 
jectives? Did your audience under 
stand it? Did it change attitudes and 
or behavior ? ° 
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How to Compare Presentation Methods... 


for impact, control, flexibility, audience 
size, room preparation, human and mechanical 
error, original costs and duplication costs 


BY SCRIBNER C. DAILEY 


President, Dailey Service 


is a good one. Cer 

done flannel board 

) | 1 

ompared with a well 
presentation. 


} 


equipment costs have 


In most cases, equip 
» depre I ited over many 

ns and many years. 
ing ype presenta 
ive taken considera 


lieve to be the seve 


ation 
iss these 


ne ac tual 


ition does not 
certainly is in 
ake many forms 


nt ntormation 


Control is defined as ability of the 
presenter to pace his presentation in 
such a manner that the audience does 
not get ahead or behind him. Many 
times it is important to cover or with 
hold certain information until the ap- 


propriate time. 


Flexibility is important in some cases 
where the same information should 
be given to all audiences. For 
example, your selling point is that air 
onditioning is most helpful in reduc- 
ing discomforts of hay fever. It would 
be important to bring out this point 
in a presentation in the Midwest. 
Perhaps it should not even be dis- 
ussed in presentations given along 
coastal areas. By the same token, cor- 
rosion due to salt water would be 
important along our coast line but 
relatively unimportant inland. 


Audience size is important 
termine what type of presentation 
should be prepared. Also a change in 
size affects duplicate presentations. 
Certainly you would not consider a 
7 > 


2’ x 3’ flip-over presentation for use 


before any sizable audience, nor 
would you consider a large cut-awa\ 


for use before a handful of people. 


Room preparation must be consid 
ered in order to determine best seat 
ing layout, audience size, exits and 
adaptability for different types of pres 


entations. 


Errors must be reckoned with, both 
human and mechanical. For example 
in an oral or stage presentation, pos 
sibility of human error is relatively 

igh. Possibility of mechanical errors 
also exists; projectors sometimes burn 
out bulbs, power failures exist, and 
countless other possibilities rear their 
igly heads in this category. 


Costs must be considered. First. 
original cost must be weighed in order 
to evaluate the best type of presenta 
tion and, too, duplication costs are 
many times a factor. In some situa- 
tions, cost to duplicate a presentation 
s as high as original cost. There is a 
third factor in costs that is intangible, 
amount of time that must be devoted 
presentation. 


to preparation of any 
Time can be measured both in prep- 


About the Author 


Scribner C. Dailey left one of the biggest ad agencies in the world to start his 


own business in Philadelphia. He was dissatisfied with the caliber of presentations 


being made and decided to specialize in all types of audio-visual media. This 


article and accompanying chart are the result of careful study and cover the range 


of presentations from man-to-man to national conventions. 
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aration of material and rehearsal of 
presentation 

One other fact is important in de- 
ciding the type of presentation that 
should be Better minds than 
ours have analyzed the ways we learn 
things. They are: Sight — 87% 
Hearing %; Smell 314 ¢ 
Louch 114%; Taste 1%. 


is important that any presenta- 


c 


should be judged on the first 

tactors since they represent 94%. 

lere are four basic methods of 

nd 10 methods 
in 1, of course, 

these two methods are in most cases 

combined. 

Let s talk 
tions. F 


where a speaker sim 


presenta- 


method 
i 


than would be 
made by one 
> organization. 


ons h ive 


Oral 


presenta ‘ 
> of trol nd flewihilir 

yt Control and ex1Dill1 
+ + 


are received one at a time and 


not possible Tor the a id ence to get 
ahead of 


speaker. ‘] 
j 


he speaker 
also has flexibility in orde 
entation 
Audien inl ) 
crophones a id speakers. Chance 
in an oral presenta- 


Possibility of 


impact 
In an oral 
perhaps more than 


lan error. 


ind an econom«K 


riginal recor 


records. 
y re ords are simply tapes Car- 
Records are 


easier to handle and have an addi- 


. , 
*d one step further. 


lvantage: can contain inaudi 

changing pictures Ww hen 

hooked up with slides or filmstrips. 
Last cor meth 


hod of 
presentation is telephone. 


tones for 


audio 
This can 
of two ways, either on 
an individual basis or on a hook-up 
with groups of people all listening at 


be done either 


the same time. 
There are generall\ accepted 
visual methods r presentations. 
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Within these 10 basic categories 
there are many offshoots, refinements 
and adaptations. Here we shall sim- 
ply deal with the basic method. 


Flannel board: This method seems 
to be gaining strength this year be 
cause it has high impact and control. 
Flexibility is almost unlimited but, 
on the other hand, audience size 
should be considered seriously before 
developing a flannel board presenta 
tion. ‘There is a reasonable possibility 
for human error with less chance of 
mechanical faults. 

Costs of flannel boards are reason 
able tor original presentation but du 
plicate costs are comparatively high. 
Three flannel 
would cost almost as much as three 
However, 


board presentations 
mes origi cost. 
sufficient *ntations are needed to 
warran silk screen or lithog 
raphy, duplication costs come down. 
Blackboard presentations or teat 
oft sheets are used generally before 
small groups for short presentations 
where there is practically no budget 
for a show. Imy act is on the low side 
although flexibility and control are 
Audience size is definitely lin 

nd 


while element of human 


error is low, possibility of being 
able to read what is wri 
exist. Costs of this type of 

tion are practically nil. 

Printed material distributed to au 
lience has a medium impact value 
but is definitely on the low side when 
flexibility. 
Human tendency is to get ahead of 
th ificult to kee] 
the audience on the proper page.. And 
too, there is little or no flexibility in 
Audience size is 


inlimited and there is no possibility 


comes fo control or 


1 spe ike} and 


printed material. 

human error or me hanical fail 
ire. Costs relatively high fo 
original pri ing but come dow! 
with duplication. 


F lip-over presentations pretty much 
They have 
about average impact, average control 


and flexibility. 


ride the middle road. 


Audience size is an 
important consideration; flip charts 
should not be used with large aud! 
ences. Costs are on the high side fo 
original flip charts but, like flannel 
boards, come down if needed in sufh 
cient quantity to necessitate silk screen 
or lithography. 


Mock-ups or 
impact value to an audience inte 
ested more in “nuts and bolts” than 
in the overall picture. This method 
of presentation is used more in sales 
training or engineering training than 
Control of 


cut-aways have high 


in general presentations. 
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this type of presentation is about aver- 
age while flexibility is fairly low. 
Again, audience size must be con- 
sidered seriously and mechanical er 
rors are a possibility to be reckoned 
with. Costs for both original and 
duplicates are on the high side. 


Stage presentations certainly rate 
igh. They have a terrific impact, 
very tight control and a high degree 
of flexibility. Audience size is, for 

purposes, unlimited although 

ere is considerably more room prep 
iration needed for this type of pres 
entation than most. Perhaps the big 
gest disadvantage to stage presenta 
tions is possibility of human error. 
Missing a line and miscuing are two 
possibilities that exist. Costs for this 
tvpe of presentation are on the high 
side for both original and repeat pet 
formances, and indirect costs are high 
vast amount of time needed tor 
preparations and rehearsal. 

Slides have high impact, excellent 
ontrol and a reasonable amount of 
Hexibility. Audience size is unlimited 
and some preparation must be done in 
the room before this type of presen 
‘There Is some poss 


the 


tation Is made. 
bility of human error (getting 
lides out of order or ups le down ) 
ind a reasonable chance for mechani 
cal errors (jamming or projectors) 
Costs for original slides are mediun 


and duplications costs are low. 


Filmstrips have a high degree ot 
mpact because of full color and us¢ 
animation. Like slides, they have 
degree ot control but have less 

than slides. Audience size 

> unlimited and, like slides, some 
should be done to the 


Possibility of 


preparation 

oom before showing. 

error is nil and mechanical 

is slight. Costs are about me 

im for original strip film and low 
duplication. 


Motion pictures have perhaps the 
highest degree of impact of any type 
of presentation. Control or attention 
IS high due not only to color but also 
Flexibility is low 
audience size can be unlimited. Possi 
bility of mechanical or human error is 
slight. Costs for the original movie 
are on the high side whereas duplica 


motion. whereas 


tion costs are low. 


Closed-circuit TV has high impact 
with excellent control and some de 
gree of flexibility. Audience size can 
be unlimited. Human error is slight 
but mechanical failure should not be 
overlooked. Costs of such a presenta- 
tion are high for not only the show 
itself but preparatory work. ® 
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“BOOM of falling lumber is caught on sound track adding dramatic impact to slidefilm. 


Simpson Strives for Dramatic Sounds 


Its newest stripfilms use authentic sounds from logging 


sites and lumber mills. Another film, ''Birdbagger's Guide," 


applies light touch to tell potential of sound-conditioning. 


BY ELSA GIDLOW 


Simpson Timber Co., in the Pacifi 
Northwest, is meeting the growing 
challenge of producing interest-hold 
ing presentations to dealers and pros 
pects with new, professional and so 
phisticated audio-visual sales tools. 

Company has just brought out two 
new audio-visuals of great originality, 
has a third almost ready, and a fourth 
in the making. ‘These are different 
from one another. Each is planned 
to meet the widely differing sales 
presentation and sales meeting prob- 
lems of the three operating companies 
of which Simpson Timber is parent. 

Companies are: Simpson Logging 
Co., Simpson Redwood Co. and 
Simpson Paper Co. Each member of 
this timber-products family is distinct 
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om the others with its own staff, 


policies, sales organization and per 
sonnel 
lems. Underlying specific problems is 
the large general one faced by every 
sales organization: putting on sales 
meetings that dealers, 
prospects will participate in with 
excitement and find memorable. 


and its sales meeting prob- 


customers, 


While each Simpson audio-visual 
was devised to overcome different ob- 
stacles or cover points management 
wished to emphasize, they have a 
number of main objectives: 


1. to maintain audience level of 
interest by providing visual 
images to occupy the mind and 
keep attention moving with the 


talk; 


to graphically illustrate points 

made by the speaker; 

to convey excitement and a 
sense of the importance of a 
product or line, or inject humor 
into a seemingly prosaic prod- 
uct; 
to shorten the time needed for 
communication by substituting 
actual portrayal for verbal de- 
scription ; 
to avoid misinterpretation of 
data or messages or misunder- 
standing due to the differing 
“color” or emotional value of 
words for different persons; 
to maintain continuity of man- 
agement’s information or sales 
story throughout its distribu- 
tion system, regardless of dif- 
fering personalities and _ abili- 
ties of sales representatives 
charged with staging a meet- 
ing; 

7. to upgrade quality of meetings. 
This last point has been found to 

be one of the more profitable results 

of the new sound films produced by 

Simpson. A management spokesman 

voices the thinking behind the special 


37 


owrwren 


on * 


“It is af that promotion 


sales films amateurish any 
more and expect to hold audience in- 
terest o 


respect, 01 more impor- 


tantly—gain sales. No one expects a 
Hollywood 


oT ] 1 
but he does feel the time he 


production in a_ sales 
movie, 
may spend watching a film justifies 
a presentation of professional cali- 


ber.” 


Produced Two Films 


h films are “Birdbagger’s 
Guide,” an entertaining slide film in 
color produced by Simpson Logging 
Co., Shelton, Wash., for the acousti 
cal and insulation department of this 
branch of the Simpson organization; 
and ‘Redwood Roundtable,” pro- 
Redwood Co., 
Arcata, Call., 


for showings to redwood distributors, 


Simpson 


whose headquarters are 


lumber dealers and builders. 


‘Birdbagger’s (jsuide”’ uses the 


light cartoon approach to point up 


the daily horrors of common house- 


hold noises and what dealers, home 
builders and remodelers can tell peo- 
ple to do about them. (Use Simp- 
son’s line of acoustical products of 
which Forestone is the leader. ) 
Domesti: 
intensified by today’s open plan de- 
homes, light construction, 
and emphasis on glass and other hard 
materials in 


noise problem has been 
sign tor 


construction. 
Familiar noisemakers are presented 
as an aviary of “birds” such as these: 
Western Video — who likes the TV 
volume turned up; Teenage Rocking- 
bird (it may inhabit the nest in any 
number) which hops about to the 
sound of a blaring hi-fi set; Domestic 
Sowerbird ( Do-it-yourselficus ) whose 


f > 
Surrace 


tools in the basement or home shop 
add to the din. Then there is Ruffled 
Grouch and his Ruffled Spouse who 
do not like the din but add to it, the 
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BIRDBAGGER'S 
guide shows how 
to "bag" the 
Teenage Rocking- 
bird by installing 
sound conditioning 
equipment, 


former frequently by blowing his top 
the latter with her sets of kitchen ap 
pliances furiously whirring. 

With all this, 


noise absorption becomes a necessity,” 


“some measure ot 


the accompanying sales message goes. 
What’s more, it presents a fine op 
portunity to sound-conditioning mat 
ket. “Practically everyone is a pros 
proclaims the 
“Birdbagger’s Guide,” bringing an 
other bird, Mr. Stork, into the pi 
ture. This busiest bird of all, viewers 


pec t tor Forestone” 


learn, is increasing their market by a 
million new homes a year through 
his active population-building project. 
‘Two of the serious sales messages 
quietly delivered in the midst of the 
sophisticated spoofing are: 

“Ceilings of the new homes alone 
could use some 25,000 acres of Fore- 
and ‘““There’s a big nest-egg 
whether fo1 


stone” 
in sound -conditioning 
new or older homes. 


Cost $2,000 


This film runs 20 minutes. Twenty 
produced for use by 
Simpson Logging Company’s distribu- 
tors and dealers, selling over the 
United States. Producers were Len- 
nen & Newell, Inc., San Francisco, 
under the supervision of Robert Wil 
liams, account executive. Its cost was 
in the neighborhood of $2,000. 
Showings to date have demon 
strated that it is effectively fulfilling 
its function of creating interest and 
excitement at Forestone sales meet 
ings and establishing a climate con- 
ducive to delivery of the sales mes- 
sage. It has interested persons who 
normally pay little or no attention 
materials and made 
them receptive to the promotion story 
for which the film is the vehicle. 
“Redwood Roundtable” is an en- 
tirely different sort of production. 
This color stripfilm 
minutes) demonstrates the technique 


copies were 


to acoustical 


(runs for 21 
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of combining authentic sounds with 
realistic visual presentation to achieve 
dramatic realism in sales promotional 
material. Sounds fill in between logi- 
cal divisions of narration and serve to 
stimulate the audience by giving the 
effect of a motion picture. 
are interspersed throughout the film 
so that the viewers are kept attentive, 


alert. 


Sounds 


To quote a management spokes- 
man: ‘“‘Who can let his mind wander 
when, for example 
placed between narration giving de- 
tails of redwood or: if is the 
thump of finished lumber coming off 
a conveyor line, plus al! the back 
ground talk and noise of everyday 
mill operation? Or, in an earlier se- 


strategically 


quence, when a 200-ton redwood tree 
is caught half-way in its fall to earth 
and the audience hears the sudden, 
penetrating call of the tree feller: 
‘Down-hill-lIl- 
through the forest, giving the direc- 
tion of the tree’s fall.’ Soundtrack 
follows with the awesome crack of 
the huge tree wrenching its trunk free 


which eC hoes 


in a grind of breaking wood strands, 
then the thunderous roar as the scene 
clicks over to the final view in this 
This view shows the 
tree at the exact second strikes the 


action sequence. 


ound. 


Not Only Attraction 


\ction-produced sound is not the 
only attraction of ‘Redwood Round- 
table.”’ It has originally-scored music 
and breathtakingly beautiful shots of 
Redwood’s extensive Calli- 
fornia timber lands. And for those 
who love trees and venerate the an- 
ient redwoods, the message is in- 
jected that redwood forests must be 
thinned of over-large 

young seedlings may 
gain more sunlight and thus acceler- 
ate growth. In the dramatic sequence 
of full-color photographs which take 
the audience from forest to mill, the 
timber expert is shown selecting a 
huge, near-dormant redwood for cut- 


Simpson 


periodically 
trees so that 


ting. 

‘Trees are seen being transported to 
the mill and then followed through 
the various grading and machining 
stages, including stacking for air and 
kiln drying. Authentic sounds heard 
include the clank of arch “cats” haul- 
down an incline; truck- 
mounted chain saw cutting a huge 
redwood log in half so that it can be 
handled by the mill; and the high 
whine and deep boom of a log being 
sawed and then turned. 

Script was written to provide pe- 
riods of straight narration, narration 
over music, and periods of realistic 


ing logs 
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forest and mill sounds. 

Simpson Redwood put “Redwood 
Roundtable” on stripfilm when it be- 
came obvious that the firm’s traveling 
sales promotional representative, John 
W. Rhoda (known in the trade as 
“Mr. couldn’t possibly 


keep up with the demand for speaking 


Redwood” - 


dates. loo often, requests came fron 


widely separated localities. Rhoda 
found himself having to refuse 
portant gatherings be 


commitments. 


Flexible Tool 


riphilm 
iphim, 


prov ide a 


management reasoned 
flexible sales tool 
But 


give far wider coverage. 


was this drawback: absence ot 
\ skilled speaker 


giving an interesting slide presenta 


the authentic touch. 
tion can hold an audience whereas a 
canned film presentation 

cold and 
ing that shot of verbal 


speake can offer in the way 


ininspiring 


comment. 
Rhoda 


appeared 


detail and side 


cinating 
When giving his presentation 
described each scene as t 


and added 


gained from long association with all 
ne 


pnases of redwood | imt In all 


, 
his informative and pe sonal con 


} 


nou 


per sonal observations 


ments ran slightly more than an 


“Te Was a second consideration 


other than the PTOWING demand Tor 
what Rhoda could vive and 
tl a moderate 


the recognition lat only 


percentage of distributors, dealers 


and builders have 


redwood plants and forests 


sited Simpson’s 
in north 
Empire. 


ern California’s Redwood 


Only a few were really aware of 
which set red- 


wood logging apart from most lum- 


spec ial « omplexities 


bering operations. 

need to be re- 
minded that a distributor who knows 
the background of the product he 
sells can talk more convincingly to 


Salesmen do not 


customers of its properties and quality 
and also be more helpful to them. 
There was an opportunity in the pro- 
posed stripfilm to bring to the trade 
and to their customers not only the 
actual drama involved in producing 
redwood lumber, but also to acquaint 
them with the Simpson policies of 
quality inspection, grading and mar- 
keting. No matter in which sales ter- 
ritory the dealer or customers might 
be located, a consistent story could 
be told. 

First step in making the film was 
Rhoda’s talk. This was 
done in a sound studio with Rhoda 
giving his actual presentation. He 
followed the format he had used over 


to record 
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the years in hundreds of talks at 
dealer meetings. 

Next, the recording was typed and 
studied. Then the script writer and 
a photographer made 

> ’ 
tour of all Simpson Redwood Com- 
timber plants and 


Pic tures 


a preliminary 
pany’s rorestry 
operations. were taken or 
planned on this initial 
A sound studio in 

Simpson Redwood, was 

task of tape recording familiar mill 
and forest sounds. A local studio was 
chosen because its personnel would be 
familiar with the kinds of 


Because 


more 
sounds to capture on tape. 
operational sequences had to be fol 
lowed, some in the isolated logging 
areas, portable sound equipment was 


ised. In 


o capture sounds for it was necessary 


certain cases it was difficult 
' 
to wait tor specified pieces of equip 
ment to be put to use. 

Many pictures required more than 
one visit to the area to obtain best 
+} 


weather and_ shooting conditions. 
Once photos were taken and selected, 
and script written, it was necessary 

Late 


sound spots were filled in. 


to have the narration recorded. 
authentic 
Each 
placed and dubbed in on the 
track so that it wouldn’t overl 


overpower narration. 


sound had to be accurately 


Worth the Effort 

The painstaking effort has been 
very worth-while because authenti 
absent, of course, 
talks 


still film a feeling of motion 


sounds 
Rhoda’s original 
those 
who have viewed it agree. 

Roundtable” has _in- 
audible, high-frequency signals on the 
sound track which automatically 
change pictures by activating an elec- 
tronic mechanism in the projector. 
There is no bell or cricket click to 


disturb the illusion that one is actu- 


“Redwood 


ally on the scene eve-witnessing the 


DOMESTIC 


y 


HUMOROUS slide- 
film features an- 
other familiar 
noisemaker — the 
Domestic Bower- 
bird or "Do-lt- 
Yourselficus.” 


whole fascinating proced 
wood lumbering. 

San Francisco office of I 
Newell, Inc., produced the filn 
Sanford H. Paganucci as exe 
producer. To date, 
been made and these are in 
pany ’s 10 sales offices. 


26 prints 


Starting in July when the filn 
ready, dist1 butors, dealers 
invited to write in 
son Redwood to place their bids fo 
a showing date. 
in each area arranges a time and place 


ers were 
Sales representative 


for a showing. ‘The 
has the knowledge and backer 


representative 


answe i4udience questions 
invited to follow the slide fil: 
entation—and he may 
and personal ol 
following 
seems to < 
Happy over 
accorded its new audio-visual 
tools, the Simpson organizat 
tending this professional approa 
stripfilm for its other br: 
divisions. A soon-to-be 
on plywood was. del: 
while authentic sound effects \ 
ing obtained. 
Simpson Paper Co., 
duces papel products 
ness and industrial users, 
have its own sales promot 
produced with the same prote 
attention fo detail as the other 
This will be used to introduce 
Simpson paper and also do an educa- 
tional job on values, uses and qualities 
of newsprint. It will be 


ones. 


shown to 
groups in the graphic arts professions 
in San Francisco, Los Angeles, Seat- 
tle and Portland, 
in early autumn of this year. 


starting some time 


Cost of presentations of the kind 
described may run from around 
$1,200 to $5,000 or more, with the 
higher figure closer to the expendi- 
ture for a complex production such 
as ‘Redwood Roundtable.” 


BOWERBIRD 


Loop Film Trains Salesmen 
To Answer These Prospects: 


You're talking to the wrong guy, Mac. | got 
all the insurance | can stand. | even got a 
policy my old man got for me... I'll be 


glad when it's paid up.” 


Looks well thought out, seems to touch all 


the bases, but what's it going to cost?’ 


‘Now, look, I'm really very busy today and 
any way, | don't think there's anything about 


want to discuss at this time.’ 


Well, | don't see how we can give you an 
answer today. This is complicated and we 


wouldn't want to make a mistake. 
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How “Talk Back’ Film 
Was Adopted for Training 


Berkshire Life reveals development of a training program 


around loop film. Technique applied to both new and old 


salesmen. Program used to recruit new men and as basis 


for advertising. It is being tested against other methods. 


CHARLES E. FERREE, JR. 


Director, Sales Promotion and Advertising 
Berkshire Life Insurance Co. 


among life 
rance sales trainers that most 


‘re is a conviction 


trainees fail because they are not suf 
ficiently fluent and articulate in pre 
senting the need for the product. 
With rare exceptions, this fluency is 
lacking in the neophyte and comes 
only with experience. 
Experience, however, takes time, 
and with company and agency finan 
salesmen at an all-time high 
is considerable pressure from 
hes ne office and general agent or man- 
get salesmen on a self-suf 
pure commission earning basis 
yY as Poss ble. 
his need for a te hnique to pro 
vide experience quickly, 
it g the prospects 
with consequent embarrassment, loss 


Ww ithout ex 
trainee to live 


ot sales and low ered morale, we recog 
nized. Perhaps more important to 
those of us in sales management at 
Berkshire Life in 1956 was the ob 
vious need for the kind of pioneering 
and development that would attra 
the quality and quantity of salesmen 
ve had to hire to maintain our stand- 
ing in a highly competitive recruiting 
market. 

It was a combination of these fa 
tors that led us into the audio-visual 
field. We investigated most of the 
standard techniques and found each 
of them, to our way of thinking, lack 
ing. Then, in January of 1956, we 
ran across an article in the New York 
— Tribune headlined “ A Small 
Fi Acts to Get Salesmen.” It dis- 
aad the company’s problem of se- 
lecting, evaluating and training sales 
men (which sounded like ours!) and 
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went on to say the company was at 
tempting to solve the training prob 
lem through a unique film program 
which it described as follows: 

“The film, in a special cartridge, is 
1 loop for constant repetition. Each 
film is three to five minutes long and 
s shown on a small screen to hold 
attention. 

“Images on the screen are pre- 
sented as the sales trainee’s prospects 
ind the sound track carries their side 
of the presentation. The trainee ‘talks 
back’ to the film and a time bar on 
the screen shows the trainee how much 
time he has left to refute an objection 

answer a question.” 

This sounded like what we were 
looking for and we immediately con- 
tacted Seminar Films, Inc., who de- 

ised the technique. 

Details of the initial meetings with 
the men at Seminar Films are not 
What may be important 

» those faced with the thorny prob- 
lem of selling top management a new 
dea is that this particular sale was 
not overly difficult. Even in this old- 
line New England life insurance com- 
pany, where awareness of the re 
sponsibility to policyowners some- 
times seems (but can’t be!) over- 

nphasized, practicality of the loop, 
talk-back film technique was immedi- 


important. 


ately recognized when it was pre- 
sented in August, 1956. 

We are blessed with a top man- 
izement group that is sales minded, 
including a president who spent many 
vears in life insurance sales and sales 
management. Reasonably assured of 
at least a sympathetic ear, we pre- 
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IN PUERTO RICO’S NEWEST HOT 


THE COMPLETE Y Alf 


OPENING IN DECEMBER 


Break all records for attendance at your next conference... plan to reserve the cosmopolitan 
new LA CONCHA hotel in San Juan! Beautiful, modern, complete in itself... offering 

a combination of convenience, comfort and atmosphere that will be entirely new to you... 
the LA CONCHA will give your meetings new spirit—your delegates new life! You'll 

be away from the ordinary, enjoying the different attractions of a foreign land.. 


yet you can make yourself right at home—in Puerto Rico...U.S.A.! 


EVERYTHING IS HERE FOR YOUR MEETING! La Concha 
offers 300 luxurious guest rooms and suites, and cooperating 
adjacent hotels bring total accommodations to over70O rooms. 
MEETING ROOMS are flexible, spacious, and air-conditioned 
FOR BETWEEN-MEETING RELAXATION —there is a 
world of fun...acres of gardens; a Cabana Club and pool; 
outdoor terraces for dining and dancing; a convenient Coffee 
Shop; Bar Marino and rooftop cocktail lounge; an exciting 
Gaming Casino; and—dining, dancing and entertainment in 
Club La Concha...a giant shell set on the ocean’s edge! 
OUR CONVENTION-TRAINED STAFF will take care of all 
details; assuring you always of complete meeting perfection 


No visas, passports, or vaccinations necessary for U. S. citizens 
nly 6 hours by air from New York (even less with coming jet travel) 


Only 4 hours by air from Miami 


WILLIAM P. WOLFE ORGANIZATION, Representatives 
500 Fifth Avenue, New York 36 « LO 5-1115 
Boston « Chicago * Cleveland « Miami « Philadelphia « Toronto 


Comprehensive convention brochure sent upon request 
Blake Sweatt, Vice President & Managing Director 


AN ASSOCIATED FEDERAL HOTEL / 
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The Radisson welcomes YOU 
with EVERYTHING 


BALLROOM capacity, |,500 for AIR CONDITIONED public 
meetings, 1,000 for banquets space 

OVER 18,000 square feet exhi FREE RADIO.-TV all rooms 
bition and display space CLOSED CIRCUIT TV facilities 

FREE VISUAL AIDS supplied 500 first class guest rooms 

110 and 220 volt circuits GARAGE connecting—750 cars 


sis 
sy 


The Hotel of Distinction in the 
heart of downtown Minneapolis 
MOORE DONALD E. Cl \YTON 


rHOMAS FITZGERALD, Manager 


“TV edisson, 


= = 
New Outdoor Saltwater 


SWIMMING POOL 


é > 
~~ \ r ae 


te Silabene 


BOARDWALK AT MICHIGAN AVENUE ATLANTIC CITY 


Spacious guest rooms (air-conditioned) fresh and salt 
water baths. Private beach cabana colony. Boardwalk 
Lounge. Famous Shelburne Dining Room. Golf on two 
courses 

Ten magnificent meeting rooms featuring GRAND BALL- 
ROOM and KERRY HALL. Seating capacity 1000. Banquet : 
capacity 600 ny 
Write MARCUS FORD, Vice President in Charge of Sales f 4 


Telephone ATLANTIC CITY 4-8131 


..2anange ee 


HOLD YOUR NEXT CONVENTION AFLOAT 


For your next national, regional or 
district convention, sales meeting or 
group get-together, you can’t pick a 
better meeting place than one of 
these big Great Lakes cruise ships— 
the SS NORTH AMERICAN or the 
SS SOUTH AMERICAN. Let us tell 
you why. 
Write, Wire or Call 


N. L. CHINNOCK 
General Passenger Agent 


FOOT OF WOODWARD AV a 


GEORGIAN BAY LIne /,* Pi pg 


Are your conventions 
"at home" as out of date 
as yesterday's newSpaper? 


It takes no more time 
or money to have an 
overseas convention 


bY. Ail ss os 


ys 


P_ ©. Box 1790 


PAN AME RC(ICAN 
World's Mos 
Experienced Airline 


Supremely Suitable 
for SALES MEETINGS 
CONVENTIONS - BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 
nearest everything, with 
complete facilities for 
everything. 


€ ay # 
DRAKE 
PHILADELPHIA 


* Luxurious Guest Rooms and 
Executive Suites 


* Closed Circuit TV 
* Meeting and Functional Rooms 
for 10 to 850 


MICHAEL A. DEVITT, Sales Manager 


1512 SPRUCE STREET © Kingsley 5-0100 
B. B. LEIDER, Managing Director 
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SMALL SCREEN creates illusion that 


1 } 


sented the film prog 1 and stressed 
the following specific plusses, as we 


saw them: 


1. Most film 


through 


dning Ss accom 


plished conventional tech 
niques where lectures or demonstra 
tions are put on the screen and the 
trainee sits and, hopefully, absorbs. 
This loop-film technique calls for a 


kind 


s essential to 


tive participation by the trainee 
of participation we feel 


efter tive 


sales training. 


2. New agent’s principal problem 
is to know what to say and to say it 


that he becomes 


to enough people so 
comfortable 
When he is trained with loop films 
that talk back, he 
dence he would gain with live pros- 
pects, without danger of making mis 
takes and losing prospects. 


with his presentation. 


gains the confi- 


3. Since it employs spliced, endless 


loops, this device permits continuous 
a film so that the trainee 


can work with a particular 


running ot 
prospect 
for as long as necessary with no re 
winding or stopping and starting of 
the projector. 

4. One unique feature of the loop 
film technique is that an objection is 
stated by the particular prospect, fol- 
lowed by a period of silence during 
which the prospect on the screen looks 
directly at the trainee while a visible 
time bar indicates how long the trainee 
has to answer. Thus the trainee is 
taught that he must say something 
and with practice, he can become skill 
ful in parrying, avoiding or turning 
objections to advantages. 

5. For the more experienced sales- 
man, the loop-film program offers an 
opportunity for “brush up” training 
at any time and anywhere that a 
projector can be plugged in. 
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trainees are talking to actual clients. 


6. At 


ers are scarce, and many of our agen 


a time when competent t ain 


cies have no well-qualified trainers 


this program will enable us to insure 


1 degree of standardization and e 


fectiveness in training new 
in all agencies. 

7. A loop-film training program can 
consist of three or 33 loops, depend 
ing on the company’s requirements. 
ach loop presents one prospect, and 
is Many or as tew prospects as neces 
sary can be presented. Likewise, we 
can begin by producing a few loops 
for training in the approach and close, 
for example. Later, as more money 
is available, we can produce loops for 
training in other specific areas. Uhis 
is a flexible program. 

8. Company’s greatest need is new, 
qualified manpower. Competition for 
manpower has been 
greater. If we are to attract our share, 
we need to exhibit an aggressive, pro 


Ss! 


sales never 


gressive reputation. Pioneering in the 
industry with such things as this film 
program will help. 


9. The nature of the device makes 
it possible to expose a potential re 
cruit to all or any part of it and ob 
serve reaction. Thus we may develop 
an effective and sorely needed selection 
tool. 


approved and at a 
lengthy sales department meeting, the 
following basic decisions were made: 


1. Overall responsibility for the 
project, including co-ordination, liai- 
son with Seminar Films, scheduling 
and casting was placed with the direc 
tor of sales promotion and advertising 
who had film production experience. 
For technical guidance, it was under- 
stood that the director of training 
and others in the sales department 


Project was 


MISSISSIPPI'S 


. . . has everything 


for conventions 


= 
CLIMATE °« 


rooms in 


4300 


beach 


modern 
hotels and 
motels * Meeting rooms for 
20 to 1500 persons ¢ Exhibi- 
tion facilities * Banquet 
rooms with tables for up to 
600 ¢ Fishing * Swimming * 
Sailing * Boating * Golf * 
Water-Skiing °* 


Lighthouses, forts and other 


Tennis ° 
historical points . . . 60 
minutes from Mobile or New 
Orleans. 


MAIL THE COUPON 


For complete convention information, just 
mail the coupon to the Chamber of Com 
merce of any of the Mississippi cities shown 
below. 


NAME 

BUSINESS 

ADDRESS 

CITY 

STATE < 
a ~~ BILOXI 

- fy GULFPORT 

(“= LONG BEACH 

PASS CHRISTIAN 

| SN 9 SA OE SS 


fectively construct a loop-film pro 
gram that would cover the entire sales 
process or teach men to answer all 
objections, we decided to concentrate 
on areas where most new men stumble 


ympany, we do not en 
standard approach—stan 
talk for all new salesmen. 
build a filn 


a specih 


approach and close. 
theretore, 


1rounad approach E 


4. 
production and installation of the pro 
gram would be borne by the company. 
Projectors, screens and sets of films 
would be property of the company, 
and returned to the home office in 


the event an agency was closed or we 


ldn’t afford or ef felt the program was being improp 


ha hnique. Our objective. we ntire expense ol! development, 
would be to teach what we 
erbal agility’ and, through 
> with the loops, train men to 
omfortable no mat 


they use, 


TF ERE MERIT LSE EP POE A 


YOUR CONVENTION 


oeeenve® Goce 2 Khon 


It would be difficult to imagine 
any other place with so much 
to commend it to your requirements. 


e years, Boca Raton has been the scene of many 
f America’s most distinguished Conventions—a virtual 
Who’s Who” of leaders in every field whose position and 

nk are undisputed. 

‘ry facility essential to the smooth functioning of a 
Convention is here at Boca—meeting rooms of every size, 
real theatre with full stage and screen facilities, and 


| 
} 
: 
i 


your disposal, Boca’s own expert Convention Staff. 


ives 


Boca Raton is a world-famous resort hotel, too. Set in 


ras 


000 acres of superbly landscaped gardens ...Two great golf 
“ 


courses, 27 holes, are directed by Slammin’ Sam Snead... 


L&e 


Mile-long private beach, a really smart Cabana Colony, 
o olympic swimming pools, Gulf Stream fishing, tennis 
courts and high-goal polo. Food is the finest you could enjoy... 


and, of course, dancing and entertainment. 


rhere is much more we’ll be glad to tell you. Just ask 
I. (Ike) N. Parrish, Convention Manager, Dept.SM 


HOTEL and CLUB 
BOCA RATON, FLORIDA + STUART L. MOORE, President 


esentatives: Robert F. Warner Inc. « New York « Chicago e¢ Washington « Boston « Toronto 
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erly administered or insufficiently 
used. 

Next step was a session with the 
men at Seminar who were to be re 
sponsible for script preparation. For 
two days we covered in minute detail 
our company’s sales philosophy, op 
erating procedures, recruiting objec 
tives and methods, standards, tools 
and techniques and some of techni 
alities of the life insurance contract 

Justified or not, life insurance sales 
people feel that their operation is 
“different” 
We were concerned, therefore, lest 
Seminar’s production people fail to 


and we are no exceptions. 


get the feel of our business which 
omes with actual exposure to ou! 
agents and their prospects. This con 
ern was dispelled towards the end 
of our first planning session when 
Seminar representatives asked which 
of our agencies would be most typi al 
of our operation. Part of their re 
called for work 


ng with salesmen, including making 


seare h, thes told us, 


ictual sales calls, for as many days 
iS necessary to acquaint the script 
writer with techniques and procedures 
employed by our agents, and prob 

lems they encountered. 
‘Time spent in two agencies we se 
paid off in a big way. Based 


aid 


Shawnee Qnn 


A distinguished surmmer resort 
in the Poconos catering to ca- 
pacity meetings during May, 
June & September, October. 
Accommodations for smaller 
Executive Groups in July & 
August. Air-conditioned public 
space. Capacity 225-250. “Golf 
Capitol of the East”, plus other 
sports facilities. 


WELDON S. GARRISON 
General Manager 
EDGAR A. SWEET 
Sales Manager 
Telephone 
STROUDSBURG 140 
Int'l. Reps. 
ROBT. F. WARNER, INC. 
17 East 45 St. 
NEW YORK 
MU 2-4300 
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on the script writer’s field experience, 
Seminar recommended the following, 
which is precisely the way our pro 
gram was produced: 


Part |—The Approach 


Five loops, first of which, called a 
“pattern loop’, shows a competent 
life insurance agent making an ap 
proach to a prospect purely for the 
purpose of gaining a fact-finding in 
terview. He comes to the prospect on 
a referral basis (we teach this as the 
best possible basis for an interview ) 
and while the only person you see on 
the screen is the salesman, the off 
screen voice of the prospect presents 
typical 
interview, 


objections to granting the 

In the second loop of Part I, we 
see and hear the prospect whose voice 
loop where we 


Saw the agent Work. In the thi d 


Was heard In the hirst 


fourth and fifth loops 


other ty pes ot 


prospects voice other objections ) 
tact-hnding interview. 

loop howing the pre 
s she ng tl S 


granting the 
In the fo 
ts, after each objection ts voiced, 
prospect is silent while a time 


indicates how n 1 time the 
inswel 


ARIZONA’S 
COUNTRY CLUB RESORT 
INVITES 
GROUP MEETINGS 


Accommodations for 150 guests in a 
secluded club-like atmosphere only 15 
miles to Phoenix. 70 acres of lawns and 
flowers. Magnificent golf course and 
other sports. 3740’ Paved Airstrip. Su- 
perb food and well-trained service. Va. 
riety of meeting and conference rooms. 


Season: NOVEMBER to MAY 
THE 


WIGWAM 


LITCHFIELD PARK 
ARIZONA 
READE WHITWELL «+ Mgr. 
In Chicago Call: MOhawk 4-5100 
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Part 1|—Preparation 


When an agent has been successful 
in getting froma prospect all the facts 
he needs to “program” or organize 
the prospec t’s needs, present insu! 
ance, other assets, he then prepares a 
solution to the problem. In 
cases, the agent is able to show quite 
clearly: tl 


most 
lat more insurance is re 
quired. 

Learning to analyze a_prospect’s 
insurance problem and prepare a solu 
tion does not lend itself to loop-film 


uning. For this phase of the pro 


gram, we prepared several 

sets of facts for each of t 
prospects shown in the Part | 

We had them printed and the t: 

uses the different sets of facts as « 
cises in preparing solutions based 
varying needs, just as though he had 
gotten the facts from the p 
shown in Part I. 


Part IIl—Presentation & Close 


‘This is a second series of five 


first of which shows the same 


¢ 


ent agent, this time present 


THE WORLD'S AT YOUR FEET! 


Castle 


When You 


Convene at 


Oe 6s 


Write today 


Swimming Pool ¢ 
Archery * Free Golf * Shuffleboard * Putting 
Greens * Name Bands and Supper Club Stars. 


PLUS OUTSTANDING CONVENTION FACILITIES 
Seven Meeting Rooms—Largest seating more than 
500 . . . King Arthur's Roundtable—perfect for 
conferences of 20 to 40 . . . dining indoors or 
newly furnished comfortable accommoda- 
tions for groups to 350. 


IDEAL LOCATION . 


IN THE CLOUDS 


RESORT HOTEL 


LOOKOUT MOUNTAIN, TENN 


to October. 


UNUSUAL AMERICAN PLAN RESORT 


with food, service, and accommodations matching 
the grandeur of a view encompassing seven states. 


Tennis 


Horseback Riding * 


. . NEAR CHATTANOOGA . . . SERVED BY: 


Braniff * Capital * Delta * Eastern * Southeast 
More than 40 Daily Flights. Southern * N C & St. L 
16 trains daily. Hotel transportation from terminals. 


Write, wire or call collect: JACK M. SLONE, President 
(Winter Address: 7630 Biscayne Bivd., Miami, Florida) 


Castle 


IN THE CLOUDS 


LOOKOUT MOUNTAIN, TENNESSEE 


makes it) to 
is the same 
ked on trving 
ling interview, 
VOICES obie tions to 

‘nt is presenting. 
oops we watch and 
ginal prospects toss 
objections to buying. 
objection Is 


while a 


each 


lent 


Part 1V—Instructor's Manual 


\I 


approacl 


1 thor 


‘‘America on the Go"' 
Heor Alex Dreier's 

Salutes to Industry— 

Every Sundcy Evening, 


6:05 P.M. New York Time NBC-Monitor 


ec! 
perts, 
tions to 


pletely effective. 


ince 


tion 


research by Seminar Films 
hnicians, we, as life insurance ex 
could offer only minor sugges 
make the final script com 
Next problem was casting and here 
felt it advisable to sit in with the 
lirector. Since each loop shows 
(except 


ing « 
one character who does 
the pattern loops) all the talking, 


each loop 1s de 


practice 
an individual 


felt that 


since 


d to represent not 


a type ot prospect, we 


our sales experience in the life insu 


business would be useful. Semi 


ir Films agreed enthusiastically and 
casting 


Shortly 


satis- 


was accomplished 
thereafter, again 
rkshire Life representative 
tec hnical vuidance, 


] > 
piace 


hand aiuly 


act ial shootin t 


| 
OOK 


y 
pts were “immortalized” on 
Problems of introduction, dis 
installation, training of 

iluati and follow thi 
der consideration by 

at Berkshire Life 


tion of films was progressing. Be 


partment while p1 


fore discussing these problems 
ght be helpful to explain the n 
scope ot ou company’s 


na 
bat 


rece. 


LEFT: RCA-Whirlpool Mira- 
cle Kitchen, sent city to city by 
North American Van, arrives 


4 n cheduile 


y. rigi 


North American 


RIGHT: 


movers load van for new 
Whirlpool show. Careful pad 
ding protects items for safe 


delivery 


have 38 sales offices in 24 
Sales management plans and 
the home ofhce 


through 


We 
ates. 
policy are made in 
and implemented general 
agents and supervisors who manage 
the 38 offices. A large number of 
‘neces are so-t alled brokerage shops, 
meaning that instead of getting busi 
ness through agents under full-time 
acts with Berkshire Life, busi 

is written through brokers who 
companies and 
Orhe 


shops 


epresent many 
of insurance. 
full-time life”’ 
and 


general agent supe! 
are expected to recrult, train 


get into production full time life 
ance agents. Qu loop film pro 
was designed primarily to train 


ime agents. 
> e 
Before p chas ng projectors, 
we had 


screens and sets of loop films 


wh 4 h oO! 
the 


fo dete rmine our agencies 
eq installed 


Id have juipment 


nad be trained on the program since 


t was not designed for the brokerage 
we eliminated the 10 brok 

28 so-called 

‘s, we eliminated 

» basis of lack of 


inpower development. If there’s 1 
to train you don't need filn 5! 


merican 


LINES, 
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INC. 
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installed in their agencies could be vention, according to plan, w 
trained on the technique then and the 42 general agents and 
there. visors. While this was being 
“Loop films that talk back’ tech- projectors, screens and sets of 
nique is designed for small (two-five ) were delivered to their agencies 
groups of trainees. This meant that that when they arrived home they 
The in order to train general agents and were prepared to put the new train 
as supervisors who would use the pro ing device to work. 
“talks back” gram in their agencies, we would have 
to divide the group of approximately 
+2 into groups of no more than seven. 
ye. For these ‘‘training the trainer’ ses 
sions, which were scheduled for a full 
day and a half, we needed six compe 
tent, fully trained instructors. There 


Problems 


in this article, the 
we saw (and which have since bee 
confirmed) in this “loop films that 
were just SIx Of US in the operations talk back” technique were spelled out. 
end of the home office sales depart- le wend te leas Chan tele 40 comcluie 
4 without mentioning some of the prob 

trainers’ was no problem. lems which should be looked at by 
NEW FILM was featured in Berkshire ads. Two of Seminar Films’ most ex any company considering the tech 
perienced men, who had been in on 


ment so selecting ‘“‘trainers to train 


nique: 
the development of our program fron 


Ou pl } “ds te ntroduction the start, arrived at the home office . Sales training with loop films 
I field force at and for three solid days we learned, “talk back” may not fit your 


iT t ‘ 1 

| 
the company's ‘lorida conven drilled and rehearsed the technique. particular type of business. It’s great 
tion. All our general agents and su \t the end of that time we felt strength lies in its ability to for 
eTVISOrs ‘re t ttend, and we competent. trainees to think creatively and react 


tne | 


yrce 
' 
scheduled tl general agents At our Florida convention, we positively when face to face with cus 


ind sup *to immedi demonstrated the program to the en tomers. In a sales operation where a 
ately lon 1e vention so that tire field force, with no attempt to “canned” and inflexible sales talk can 
management peo train anyone on it. It was received be used under all circumstances, we 


have the progran enthusiastically and following the con see little use for this type of training. 


via North American Van— 


URCIATEDS 


DOUBLE-CHECK THESE ADVANTAGES: Phone Your North American Van Lines Agent Now. 
He’s listed in the Yellow Pages under “Movers.” Or 
send coupon below for details of Exhibit Display 
Moving, other North American specialized industrial 
services, and ““Wife-Approved”’ moves for transferred 
x/ Liberal pads, covers—100% protection. personnel. North American Van Lines, Inc., World 
Headquarters, Fort Wayne, Ind. North American 
Van Lines Canada, Ltd., Pickering, Ont. 


XS Eliminates costly crating and uncrating. 


VS On-time delivery; fastest service anywhere. 


x/ Door-to-door service; no delay. 
x/ Frees your personnel for customer contacts. 


VS One exhibit or 100; no schedule too tough! 


North American Van Lines, Inc. 

World Headquarters, Dept. SM-98, Ft. Wayne 1, Ind. 
Without obligation send report on Impact-O-Graph tests and these booklets 
© Exhibit Displays 0 High-Value Products 
home from Universal and (C Transferred Personnel D New Products Service 


Let us bring your exhibits 


International Exhibition | Name 
at Brussels, Belgium ; Company 
Address... 
.. RELOCATED OFFICES AND LABORATORIES City otate 
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2. While adoption of a film train- 

ing program does tend to standardize 

a company’s training procedures, this 

particular technique depends heavily 

on the effectiveness of the trainer. It 

is not difficult to train someone to 

PREMIERE SEASON aa” ; = conduct sessions with the loops, (any 
good salesman can be taught), but 

the : that person must be thoroughly versed 


' in the m: ~wices ¢ Ee 
250 rooms © Pool « Private in the many devices and hnique 


Beach » Cabana Colony « all that are part of the process. 
Night Club + Coffee Shop 3. Like any other audio-visual de- 


Fy ae. Superb Cuisine + Bar vice, there is a danger that this type 
SYA 


: oo oe of training technique will be wel- 
| f = on Freer 

4 aly ! comed enthusiastically, but wind up 
¥ GO a | NT Convention Hall and Meeting \ 

; JIN VENI + tn Se gathering dust on the shelf when the 
by \ ee Rooms seating 10 to 1000 It f. TI ’ 

; ‘ ; J s . novelty wears off. lere must be an 

et facilities for 700 

4 for *Pleasure, *Accomplishment, and Banquet facilities for 70 
*Convenience, the BARCELONA Convention 


s the plan for you! 


organized and meticulous system of 


CO ction follow through, reporting and evalua 
Fabulous 40’s location—close tion. These systems are hard to devise 
For complete convention Pack write to to Nightclubs « Shopping Areas and harder to implement. 
JACK PARKER, Managing Director Auditorium « Golf Courses 4 Views 
a Race Tracks « Fishing Docks 
Sightseeing 


conditioning trainers and 
trainees to this technique is essential 
and quite difficult. The customer who 
“talks back” from the screen must be 
regarded as simply a person, a possible 
customer who wants to be helped, and 
not a monster. When the trainer is 
able to get this over to the trainee, 


ya 
> & ‘ YOUR KEY then a creative attitude begins. By 
t. (it ens practicing with various types of cus 
 — 
== go a s TO BETTE tainevs shown in different loops, a 


“3 CA Res. ‘ trainee develops a confident and skill 
ny ales €e ful technique. 


5. Although projectors are not par 

ticularly complex, and cartridges that 

make possible continuous running of 

. . — . , . these loop films are simplicity itself, 

Big City Facilities With A Small Town's Convenience we have had mechanical problems in 
some of our agencies. Unless handled 
exactly right, the film jams up in the 
cartridge. Particularly in the first 
few weeks of use, many cartridges 
3¢ Friendly, intimate atmosphere .. . a little city exclusive. had to be returned to Seminar Films 
>t Air conditioned guest rooms and meeting areas. for “un-jamming.”’ In most cases, the 
3# Subway connected to other downtown hotels. difficulty appears to have been caused 


>t Six hundred and fifty luxurious rooms. 


% The Midwest's best bet for sales meetings and 
convention groups from 25 to 300 people. 


x$ 8 minutes to airport - 3 minutes to railroad station. 


( MAKE YOUR NEXT BIG MEETING | 


Write or call Earl L. Jorgensen, Director of Sales and Public Relations, i | 


for complete details and colored brochures. 


Wed like 


to tell you & = : ae : JECTED THROUGH A TRANSLUCENT 
- SCREEN AND CHANGED AT WILL BY RE- 


WITH GIANT COLORFUL IMAGES PRO- 


} j MOTE CONTROL WITH THE 
wny ! NEW GENARCO 3,000 
. WATT SLIDE PROJECTOR _/ 
is the Magie City CHANGER.GET ILLUS: 
- TRATED LITERATURE © 
for Conventions Write to CONVENTION BUREAU BY RETURN MAIL FROM: 
~ 320 N. E. Sth St GENARCO INC. 5 
Miami, Florida 97-00 SUTPHIN BLVD., JAMAICA, N. Y. 
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by improper use of the projector. In 
any event, Seminar has been most 
helpful and the frequency of returns 
has dropped considerably. 


6. Since these are continuous run 
ning loops, the two ends of the loops 
must be spliced. “Type of film pres 
ently being used cannot be spliced by 
conventional methods. Method used 
seems to cause the film to jump off a 
sprocket when the splice 
passes through the gate, thus inter- 
rupting continuous run of the loop. 
We have had many complaints on 


projecto1 


this score from our agencies but have 
been told by Seminar Films that a 
new type of splicer will be in use by 
the time this article appears and the 
problem will be solved. 

Finally, we are 
that this 
program of ours is the absolute and 
con plete answer to our 


lems. Time and 


. . 
under no del sions 


inique, new sales training 


training prob 
careful, scientific 
evaluation will substantiate > wis 
dom of our investment. In this con 
nection, our industry is fortunate in 
having a service organization known 
as Life Insurance Agency Manage 
ment Association. One of the associa 
tion’s more important functions is re 
search and evaluation of methods and 
techniques which might be of value to 
any of its 294 member companies 
(including all major life companies). 
Within the organization is a research 
division staffed with men trained and 
experienced In mode nm reseal h tech- 
niques. 

This research unit became inte? 
ested in the loop-film technique con 
currently with our decision to adopt 
it and develop our own program. So 
that they might evaluate the possibili 
ties of the program for other membe 
companies, they asked if they might 
sit in on our planning sessions and 


later the sessions when we received 


intensive training from the Seminar 
Films technicians. Their objective was 
to develop a scientific evaluation sys 
tem based on a study of a group of 
agents trained with films compared to 
two groups trained on other methods. 
We were delighted to comply, ot 
course. Evaluation is underway, but 
valid results cannot be measured for 
many months. 

We have featured our new film 
training in trade advertising. Immedi- 
ate and measurable results are a great 
deal of favorable publicity for the 
company, tremendous interest in in- 
surance circles in our Agency cities 
where the program is installed, en 
thusiasm and pride on the part of our 
sales force, and a greatly increased 
recruiting rate—at least partially at- 
tributable to our new film program. 


od 


SEPTEMBER 19, 1958 


YOU CANT 


There are some business functions 
that will be improved with auto- 
mation. But not selling. Salesmen 
are the most human of beings, most 
responsive to personal contact. 
That’s why sales meetings are so 
effective, particularly when 
assembled at one of the 
Distinguished Hotels. 


Distinguished Hotels is an alliance 
of 18 distinctively and independently 
managed hotels in the nation’s 15 
most popular convention cities. 

The service and facilities for 
meetings and conventions are far 
superior to ordinary standards... 
the atmosphere inspires confidence, 
provides a fresh outlook. 


ONE CALL DOES IT ALL! 
For complete information about 
the unique convention and meeting 
facilities at any Distinguished Hotel, 
inquire at any of the hotels listed, 
or: Executive Offices, 
Distinguished Hotels, 17 East 
45th Street, New York 17. 
MuUrray Hill 2-4300. 


Dtipuished 


HOTELS 


NATIONAL 
CONVENTION 
NETWORK 


*Hotel Corporation of America 


cooperating with Distinguished Hotels 


' 


AUTOMATE a SALESMAN 


NEW YORK 
The Commodore 
Hotel Roosevelt * 


BOSTON 
Parker House 
Somerset Hotel * 


ATLANTIC CITY 
Chalfonte-Haddon Hall 


PHILADELPHIA 
Bellevue Stratford 


BALTIMORE 
Lord Baltimore 


WASHINGTON 
The Mayflower * 


PITTSBURGH 
Carlton House 


CLEVELAND 
Hotel Cleveland * 


CHICAGO 
The Drake 
Edgewater Beach * 


ST. LOUIS 
Chase-Park Plaza 


DALLAS 
The Adolphus 


OKLAHOMA CITY 
The Skirvin 


SALT LAKE CITY 
Hotel Utah | 


SAN FRANCISCO 
The Mark Hopkins 


LOS ANGELES 
The Ambassador 


“Believe Me... 


They ll Love It’ 


G.E. experience warns: Pick your 


producer carefully; beware 


phonies who dazzle with promises 


of spectacular meetings; write 


contract yourself—include tips. 


BY G. C. SHEAHAN 


Producer, Visual Education Operation, General Electric Company 


down Madison 


word has 


Av enue 


gone out: 


Up and 
these days 
There’s big money in company stage 
shows.” A fairly accurate translation 
“A large numbe1 
both 
er and industrial goods have dis- 
-d that annual 
large customer presentations are 
more effective when handled by 
And . they’re com- 


of this statement is: 


f companies producing con- 


sales meetings 


professionals.” 
pletely correct. 

Unfortunately, use f the rabbit 
punch is not confined to the prelims 
it St. Nicholas Arena. Many an a 
count executive has tottered away 
from the scene of the “professionally 
with the 
feeling that the word “lightweight’’ 
an be applied to both his wallet and 
tl That he should have 
amentable for a couple 
There’s no doubt that 
’s 45-minute talk, 
Look Great in 
in be made far more interest 


9 7 
produced”’ sales 


meetings 


1e meeting. 


th 


iat feeling is | 


ot reasons: l 


the sales manager’s 
entitled ‘Things 
<Q 99 


through use of 


o and informative 


professional showmanship; and 
») while there are, admittedly, some 
people in the show- 
producing business (as in any busi 


there are 


inscrupulous 


a large number of 
competent, honest producers who can 


ness ) 


make a genuine contribution to the 
effectiveness of any meeting. 

Over 
all kinds. 


of successful stage shows—and 


with 
As a result we've had our 


years, W eve dealt 


real turkevs. Now, a 
stage turkey is never too palatable. 
In fact, it has the sole benefit of over 
coming insomnia. So, 


up with Cheapo Productions 


also had a few 


if vou re abo it 
to sign 
for your annual sales extravaganza, 


here are a few danger signals: 


Beware of A.P.P. (all-purpose pro- 
duction): This stage show is produced 
by a who once wrote a 
1926. 
then, this same script has been ‘‘writ 
ten especially for you” on at least 135 


gentleman 


That was in Since 


Oh, there have been varia 
His inserting the name of the 
company and product isn’t too tin 
basically, it’s the 
props and 
“original lyrics’ (an in 
triguing hybrid of “Buckle Down, 
Winsockie’ and “Swan Lake Bal 
let’’). 


One sure symptom of the all-pu 


or casions. 


tions! 


consuming! But, 
same script, same 


song and 


pose production is a great willingness 
of the producer to discuss “‘some great 
props we can build for you” 
you've seen a script. This means that 
he owns a gigantic plaster-of-paris 
hand that has done yeoman 
in 48 shows—and has been paid for 
48 times by 48 gulled sponsors. 
Another symptom displayed by this 
type of producer is a near-frantic op 


before 


Serv T 4 


position to your naive suggestion that 
well, let’s eavesdrop for a mo- 
ment: 


SALES 
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CLIENT (Hesitantly): “Gee, | i 
it looks swell so far, but... don't 
vou think that we should give the 
boys a little technical data about 
the product at this point?” 

‘“‘That’s a great idea, 

Joey Tle stands and grips both 

lapels) but, believe me ‘ 

this audience won't sit still for that 

... they want to be entertained... 


PRODUCER: 


they want laughs music 


> 
giris. 


He is nc longer hetstant... 
“Yeh. 
. .. but it seems sort of funny to 
bring all these fellas into the sales 
meeting and not tell them about 
the new line...” 


CLIENT 
he is timorous): 


| JUeSS 


PropuceErR: “Joey, sweetheart ; 
believe me .. . Chayefsky was tell- 
ing me just the other day that he 
tried to pull this product bit on 
an audien¢ e and they all walked 
out on him... but it’s your 
show 


CLIENT: ‘Golly . no, Irv... you 
know best I mean that’s 
why we hired you people... Ha! 


wre | 


What has happened here is fairly 
obvious. The producer has no inten- 
tion of changing his standard script 
just to drag in some extraneous ma- 
terial about the product. ‘That could 
lead to a multitude of problems 
such as using up his script budget for 
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SHERATON HALL 


Largest baliroom in Washington's largest hotel 


} ene Maa Bes as Bee fe 


Foster H. Gurney, General Manager 


SHERATON-PARK HOTS 7° UNnnoton oe. 


SEPTEMBER 


‘iS, 


1958 


Every detail of the Sheraton-Park Hotel contributes to the one big effect you 
want ... a successful, stimulating, result-getting sales meeting or banquet! 

Sheraton Hall, the Sheraten-Park’s new ballroom, can accommodate 2,000 
for dinner or 3,000 for a meeting. The acoustics are perfect, closed circuit TV 
facilities are available, and there are 16,000 sq. ft. of exhibit space directly 
below the ballroom connected by an escalator. Seven additional function rooms 
accommodate from 50 to 400 people. 

Between meetings, your members can enjoy all the relaxing pleasures of a 
resort hotel. The Sheraton-Park’s 16 landscaped acres include an outdoor 
swimming pool, four tennis courts and a private train to take your guests 
around the grounds. All 1,200 rooms are air conditioned and have radio and TV. 
Three fine restaurants offer excellent dining at reasonable prices . . . there are 
also two delightful cocktail lounges for meeting and entertaining your associ- 
ates. And you and your members are only ten minutes from the heart of the 
nation’s Capital, in downtown Washington. 

The Sheraton-Park has years of experience in producing successful conven- 
tions. You can count on efficient service and excellent facilities! 


e Lewis M. Sherer, Jr., Sales Manager ¢ Phone: Columbia 5-2000 e¢ Teletype No. V 


BELLEMONT MOTOR HOTEL 


Louisiana’s Largest and Finest 
7370 Airline Highway 
BATON ROUGE, LOUISIANA 


Convention Facilities— 


Caribbean Room—seats 550 
Continental Room—seats 300 
Audubon Room—seats 100 


Planter’s Lounge — seats 100 
(organ music evenings) 


Acadian Room—seats 60 
Cafe Rouge—seats 50 
Coral Room—+seats 35 


This large 75’ filtered pool is a vacation 
spot enjoyed by many travelers coming 
te Baton Rouge, Louisiana. Filanked 
on each side by large coccus palms, the 
pool and its patio present a tropical 
atmosphere of unusual delight 


4. C. Lewis, ir., Owner 
Vance Thomas, Executive General Mor. 


250 Rooms—TV-Air Conditioning 


Complete catering service—banquets & parties 
Parties — 25 to 800 guests 

Bellemont Restaurant — Excellent Cuisine 
New 24-hour Coffee Shop 


SPORTS , s : 3 

AVAILABLE: Pan American Suite with 
private swimming pool 

18-hole golf Executive Suite 

course, Esso Suite 

Shuffleboard Governor’s Suite 
Petroleum Suite 


WHY TAKE CHANCES- 


when it’s a cinch the success of your convention or sales meeting depends on 
personnel, facilities and services. Conventions are our 


experienced “know how 


business — not superfluous annoyances—to be treated with mechanical indiffer- 
ence. We like people —we like you — your problems are minor ones in the hands 
of trained and qualified people. 


You deserve the best. You cannot afford to gamble with the success of your 
meeting when it is so easy to have what you require for your membership. We are 
proud of the many repeat visits of our association friends and their complete 
satisfaction of facilities and services. Proof? Ask them! 


Perhaps our most economical commodity dispensed with pleasure is down-to- 
earth hospitality and interest. A sample will convince you. 

We want to help. So — before your meeting plans are finalized, and while there 
is still time, why not let us give you the complete story, how your meeting at 
The Biltmore with expert handling will be an outstanding success. Drop a line, 
‘phone or wire L. E. Ames, Director of Sales, for detailed information. 


PALM BEACH BILTMORE HOTEL 


Hotel Claridge Has Coined A New Word!... 


ready an 


or phone 


MEETING ROOMS FOR 
10 TO 1,000 


2 BLOCKS FROM 
CONVENTION HALL 
100 


+ AMR 
CONDITIONED 


PROJECTORS 
AND SCREENS 


_f pind Phacargea stgnccnndngniessoaze fleet te ROOMS NEWLY 
1 waiting to serve you and your REFURBISHED 


ir details 


CONVENIENT 

GARAGING 
MEMPHIS 
ROY D. MOORE 


FREE 
DIR. OF SALES O'NITE PARKING 


SPECIALTY OF THE HOUSE 


When dining out, it’s usually 
a good idea to order the 
“specialty of the house.’ The 
specialty of the house at 
Chalfonte-Haddon Hall is 
convention business. Why not 


place your order now. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J. 


Owned & operated by Leeds & Lippincott Co. for 68 years 
Write for illustrated folder 


EXECUTIVES 


R. W. LEEDS e JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. « E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS e |. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
JAMES E. KNAUFF 


IN 
HOLLYWOOD BEACH, FLORIDA 


A 
Distinguished 
Resort Hotel 


now 
Soliciting 
SALES MEETINGS 
20 to 200 people 
All-Inclusive Rates 
write 
G. S. Pickard, Manager 
Completely Air Conditioned 
and Heated 


PRIVATE BEACH 
CABANAS—POOL 


A*) 
DIRECTLY ON THE OCEAN Je! 


> 


HOLLYWOOD BEACH, FLORIDA 
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a rewrite job. (This type of produce: 
regards his script 
profit. ) 


budget as pure 


Beware of “drugstore” producer: 
This producer owns nothing in the 
world except his bad name and a 
When 
the pay-phone rings, he hurries to 
answer it; he uses that number on his 
business cards. His 


seat in the corner drugstore. 


“organization” 
many capabili 
ies. Indeed, he'll produce anything 
He'll volun 


motion 


lays claim to a s00d 
including stage shows. 
teer to produce a picture, 
sales brochure, or fashion show. ‘To 
all outward appearances, his organi 
(Well, it 
has one: He doesn’t have anyone on 
his payroll!) 


zation has no limitations. 


Once a contract is signed, he finds 
a freelance write! (not a very good 
one), hires a “temporarily available 


some “stage 


locates 


hands” at the local charity shelter. 


director and 


Occupying the role of eternal mid- 
dleman, his contribution to your show 
questionable. He can be 


his glib references to 


is, at best, 
recognized by 
organization” and 
well, shall we listen ? 


“my large 


Our scene is the Grand Ballroom, 
Adlon Hotel Forks, Okla. 
Dress rehearsal for the annual sales 
meeting of Goode Conveyor Belt 
Corp. has just ended. Darryl Banal, 
producer, is conferring with his client, 
Harrison Goode.) 


I know all Darryl 

but that set doesn’t look a bit like 
the one you lescribed ! 

t \ aescrided : 


Great 


(j00DE: 


3ANAL: Tut don’t worry about 
a thing. 


fix that in a jiffy. 


Our set department can 


Goopve: And where’s that sign with 


the company slogan that you prom 

ised me? 

3ANAL: QOur Art 
working on it as we stand here... 
uh... what was that slogan? 


Department is 


Goopve (rhapsodically): ‘There's 
nothing like a Goode belt.” 


3ANAL: Check! ... Just relax, Har- 
rison Nothing can go wrong 
when you're dealing with Interna- 


tional World-Wide 


Inc. 


Productions, 


Well ... I have to admit 
that it’s reassuring to deal with a 
big outfit like yours, Darryl. (Ba- 
nal exits in search of hotel sign 
painter.) 


(SOODE: 


Beware of name dropper: This 
stage show is produced by a gentle- 
man who, at the drop of a swizzle 
stick, will offer you the services of 
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Ronald Coleman, Fva Gabor and 
Richard Dix. This producer shares 
some of the endearing characteristics 
of the all-purpose producer, in that 
he: (1) will produce a script fo 
your show without knowing a thing 
about such trifles as your audience 
and your objectives; and (2) has no 
intention of spending time and money 
on research or an appropriate script. 

Of course, you can’t blame Name 
Dropper for economizing on script 
and you won’t find him sock 
ing much money into production cost 
either. The talent fees he'll pay leave 
him very little for script and produc 
tion—and what about profit? And 
should you have the nerve to question 
the functional value of a star-studded 


costs 


stage 


Our scene is the office of Lyman 
lean visaged advertising man 
ager, Ajax Dynamo Corp., Kenosha 
Wis. Crispe has just signed an $80 
000 contract with Arnold Brasch 
producer, to handle 

sales meeting —— 


Cris pe P 


Ajax S annual 


BrascH: Well, Lyman, all of us at 
NOA are looking forward to do 
ing a real job on...er... for 

at Ajax. And _ here’s 

some great news for you... there’s 

a real possibility that we can line 

up Bette Davis, Sid Caesar, Si 

Cedric Hardwicke and Danielle 

Darrieux for your show! How 

do you like that! 


CrispE: Gee... I like it fine Arnold 
. . . I’m just not too sure if the 
use of a lot of Hollywood stars 
really ties in with the objective of 
this meeting. Let me tell you what 
that objective is 


you people 


BrascH: Hold it... I can see it 
now ... Danielle doing one of het 
comedy numbers with one of your 
dynamos in the background 


it’ll kill ’em! 


CrispE: Well a dynamo is a 
pretty big item, you know... . an 
besides ° 


BrascH: Don’t worry about it 
we'll fake it . . . Say! Before | 
forget about it, Danielle and I are 
counting on you for dinner this 
evening . .. she happens to be pass- 
ing through Kenosha today. 


Crispe (as Brasch exits): Gee! 

Of course, if yours is one of those 
rare shows that has entertainment as 
its sole objective, your problems with 
Name Dropper are greatly lessened. 
You'll get entertainment, but your 
control over its caliber and character 
is virtually nil. In fact, control ends 
when you-approve the talent list. You 
won't know, until rehearsal, what 


Virginia 4 West 


Finest Meeting Facilities in 
All of Virginia Are Yours in 
These Expertly-Managed and 
Tastefully-Appointed Hotels. 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Virginia Room, on 
main lobby floor, seats up to 1,000. 
AIR-CONDITIONED Patrick Henry- 
Stonewall Jackson Room (600) 
AIR-CONDITIONED 
Room (100 
ROOF GARDEN accommodates 500. 
§ additional AIR-CONDITIONED CON- 
FERENCE ROOMS 

500 OUTSIDE ROOMS, EACH WITH 

PRIVATE BATH 


WHUULUAUOUUOUHULUEULEAEUee cuca 
RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 
HOTEL KING CARTER 


0 Rooms. Rates from $4.00 


George Wythe 


HOTEL WM. B 
20U Rooms. Rates from $4.50 
=Write for FREE, interesting B 
Sing Full Convention Facilit 
Sand Floor Plans 
= TWX Connects all 5 hotels 


STM 


Sor Resort G nventions 


A 


rochure, Giv- 
es in Detail 


= 
HOTEL RICHMOND 
300 Roms. Rates from $5.00 


* Chamberlin 
Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia’s East Coast 


AIR-CONDITIONED Virginia Room (400) 

AIR-CONDITIONED Hampton Room (425) 

AIR-CONDITIONED Monroe Room (125) 

AIR-CONDITIONED Chesapeake Room 

(30). Roof Garden. 300 Beautifully Fur- 

nished Rooms. All Outside, each with 
private bath. 


Cron All Uae 


Planning a Convention or Sales Meeting 
in WASHINGTON, D.C. ? 


D.C. Transit offers expert assistance in planning 
your recreation and transportation program! 


_. . Be sure to include D.C. Transit: 
SIGHTSEEING TOURS * LIMOUSINE SERVICE * MODERN MOTOR COACH SERVICE 


@ The widest choice of scheduled sightseeing tours of modern, air-conditioned Cadillac limousines with uni- 

Washington, D. C., Maryland, Virginia... including formed chauffeurs. 

many exclusive sightseeing innovations. @ New, low-rate modern motor coach charter service 
with expert drivers. 


For information, literature and reservations, phone FEderal 3-5200 


or write or wire... D. e. Transit System. Yac. 


A complete transit fleet serving the nation’s capital. / 3600 ‘‘M’’ Street, N.W., Washington 7, D. C. 


SSS 


Wd 


For a meeting with everyone’s approval, the 


10 MILLION DOLLAR CONVENTION PLAN 


The incomparable combined facilities of the SEVILLE and SEA ISLE 


Miami Beach’s most magnificent hotels 


MMs 


Me 
Md 


M 


EU 


i 


Yes, we've combined the SEVILLE & SEA ISLE hotels 
under one ownership management... all to offer your 
group these unsurpassed combined facilities for fun, 
comfort and a “meeting with everyone's approval!” 


@ Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 


@ Seven meeting rooms for groups of 10 to 500 
@ 50,000 square feet of choice exhibit area 


@ Three tremendous pools, cabana and play areas 
for outdoor fun and meetings 


UE: 


Mei) 


Uf 


/ 


@ Complete inventory of equipment 


FREE 21° TV AND RADIO IN EVERY ROOM 
1000 FT. OF PRIVATE, WHITE SANDY BEACH 
3 POOLS + 100% AIR CONDITIONED 


Hl) 


HE 


For complete information and newly-published 
free copy of our FULL-COLOR GUIDE TO THE 


— SEVILLE & SEA ISLE write 
Two complete oceanfront blocks, 29th to 31st Streets, Miami Beach FRED COLLIER, Vice Pres. & Gen'l Mgr. 
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the chanteuse is going to sing; you 
won't know, until curtain time, what 
jokes your top comic will unearth 

and all of this can be pretty risky. 
Should you have the temerity to ask 
for the comic’s script, you'll be laugh- 
ingly told that “no one ever knows 
what that characte iS going to do!” 
Now, I don’t know about you, but if 
| have a theate1 full of customers 
(with wives), J want to know what 


! 
*r Is going to do! 


Verbal 


written 


Watch those contracts: 
agreements are great; but, 
contracts are better and are more 
easily remembered. Don’t be without 
one. For a good many years, our 
Visual Education Operation has been 
pulling a switch in the usual contrac 
tual routine: We write the contract 
This ap 
proach has permitted us to insert a 


and the producer signs it. 


few extra clauses that aren’t custom 
arily found in the standard, “fill-in 
on-dotted-line”’ contract. For exam 


ple one of these clauses protects us 
i the use of talent 


as a client, as 
who may create a just prior 
to our show. In our minds, this is a 
sound business practice. Most pro 
ucers are surp! sed to find that our 
ontra . iltho igh W 
offer mutual protectior 
md the prod Ice} 

Whether 


iuthor the contract 


you ol yu prod ice 
t’s alwavs a wise 
idea to have yo lawyer check out 
the whole deal before the i 


ing and hand-shaking begin 


Beware of grift: \Iany years ; 
someone gave a five-dollar bill to a 
stagehand who had really sweated his 
heart t to make the show a success. 
Since » stagehand had conduc 
himself in a manner “above 
vond the call of duty,” he was un 
doubtedly entitled to some recogni 
tion of his outstanding contributions. 
Unfortunately, as is so frequently the 
case, his less eager confreres got into 
the act. From this point on, no one 
played girls’ rules anymore. 

When you start putting your show 
together in a hotel or theater. vou’ll 
find a_ veritable hands 
stretched out in your direction for a 
“little extra compensation.” Lament- 
ably, original purpose of the gratuity 
has been lost somewhere in the shuf- 
fle. It’s no longer a reward for 
extraordinary pay-off 
prior to the show (if you want to be 
sure that there'll be a show) and a 
similar bit of grift after the show 
(if you have any intention of coming 
to the same town again). A morass 
of disaster awaits the uninitiated one 
who, through naivete (show-biz fo 
“honesty” ), omits the pre-show hand- 


Torest of 


service ; it’s 
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out. Here is a partial listing of some 
of the odd things that happen durin 
the show, with some very plausible 
excuses as to “why it happened”’: 


Main traveller opens prema- 
turely, revealing director and cho- 
wrestling on stage. 
Mistake on cue sheet.) 


reographe 
Excuse: 


During fast scene set, stage- 
hands drop (and completely frac- 
ture) $20,000 working model of 
the new Razinformer. (Excuse(s): 
Poor script ... cheap construction 


. no work lights.) 


Total failure of sound system 
during chanteuse’ biggest number. 


Excuse: Crummy sound system.) 


Unplanned use of follow-spot 
during black-out number, reveal- 
ing director and_ choreographe1 
clutching each other’s throats. 

Excuse: Mistake on cue sheet.) 


During finale, bubble machine 
stream of chemicals on 
temporarily blinding key 
man in acrobatic act. Excuse 
Bubbl 


liable.) 


sprays 


Stage, 


machines are very unre- 


Of course, intriguing thing about 
all these disasters is that all of them 
could be sheer accident. Truth of the 
matter is this: Some of the boys were 
inhappy. 

Well, this whole question of 
“pay-off” gets us, but unfortunately, 
’m afraid we usually have to live 

it. That being the case, here’ 
a little tip: In your contract wi 
producer, definitely state that it 
responsibility to handle “all gratuitie 
to stagehands, electricians, etc.” 
vou don’t, you'll find that your 
bankroll has been nicked for a 
size bundle. 

There's no question that protes- 
sional talent can make great contri- 
butions to any large sales meeting, 
convention, customer meeting, etc. A 
good producer can give you a lot of 
assistance in getting your message 
across to the audience. And there aré 
good producers of integrity and tal 
ent. If you find the right one, you'll 
find that your meeting has far greater 
impact with your audience—‘‘Believe 
me... they'll love it.” 


A MODEL FOR 
EVERY PURPOSE 


Tell your story better 
with an Oravisual easel. 
You have 26 models to 
choose from. Write for 
free 24 page Catalog. 


ORAVISUAL COMPANY 
Box 11150 
St. Petersburg 33, Fla. 


ADD PERSONALIZED PUNCH 
TO YOUR SALES PROMOTION 


Advertise with 


QdveTlES 


Fires-up sales and dealer programs, 
conventions! for Executives, Salesmen, 


Dealers ... Valued as business gifts! 


Your trademark, logo 
slogan, or product, cc 
orfully reproduced on 
regular or bow ties, will 
symbolize the cooperative good will 
that marks every successful business 


Designed to your needs dignified 
or flamboyant . this HAND MADE 
neckwear of distinctive quality will 
add punch to your sales program, con- 
vention, new-product announcement 
or any special event. Top quality in 
any quantity one unit or a million! 

write TODAY for de 

tails. Furnish ad samples 

and estimated quantity 


AMERICAN 


NECKWEAR MFG. CO. 


HAMILTON WATCH 


Dept. MS 27 
5127 Christiana Ave., 
Chicago 25, Ill. 


MEETINGS CL1Cy! 


In Puerto Rico 


In the gracious setting of modern 


. or an hour's drive 
into the cool 
green hills 


Time to think and talk—free from 
interruptions. 

Time to relax —- swimming pools, 
golf, tennis, riding. 

Excellent facilities. 

Sensible rates. 


For all details: 


UTELL INTERNATIONAL 
160 Central Park South, New York 19 


CONDADO-CARIBBEAN HOTELS CORP. 


PANTOMINE acting backstage (left) was cued by pre-recorded 
sound. Viewed front of screen (above) actors appear to be talking. 


Silhouettes created 


Give New Look to Old Story 


National Shoes must come up with new techniques for 
every session. Turnover of managers is small and basic 


message doesn't change. This year, silhouettes tell story. 


executives, came up with a _ novel 

nuch f solution for this year’s sales meeting 

vO about IT aking t | I | if the Waldorf Astoria Hotel, New 
brant and intere y York City. 

And if le men New “shadow technique” helped 
audience n un extraordi make the meeting “the most outstand 
narily low pet nel irnover in the ng to date,” says Louis Fried, presi 

the story be dent, National Shoes, Inc. Old vaude 

to banish bore ville device was blended with ad 

. f anced recording and TV methods 

, if the to create a presentation at was 

ot aftair whose inique, attention-compelling and dra- 
1 over a cross- matically-different. 

also a What the 150 shoe store managers 

how saw in the darkened hotel auditorium 

were silhouettes. on a spotlighted 

white screen, of actors who played 

and spoke their parts in a series of 

faceted problen skits on merchandising problems. 

company, Inc. What they didn’t realize, because of 

gency, has to the realistic effect produced, was that 

ir for Na the actors were playing in pantomime 

it since the ) pre-recorded sound. They weren t 

1940. aware, either that the seemingly end 

National less procession of different actors 


illusion of large cast with only five actors. 


1umbered only five, each of whom, 
vith minor costume changes, were 
able to play several different roles. 

Actual production began two weeks 
before the meeting under the super 
ision of Sanford Semel, radio-T'V 

ucer-director at the Mogul 
-y. Script was written by the 
-y’s vice-president and copy chief, 
-d Paul Berger, after a series of 
onferences with National executives. 

First production step was a re- 
hearsal at which the voices of the 
actors were recorded on tape. (The 
agency hired actors through the New 
York Alumni Association of the 
Pasadena Playhouse. ) 

Second step was a rehearsal in 
which the action was coordinated 
with the recorded voices. 

At the third rehearsal, pantomime 
action and sound were synchronized 
behind a spotlighted screen. 

Final step was a dress rehearsal in 
the hotel on the morning of sales- 
meeting day. 

Rehearsals revealed some of the 
problems of screen silhouetting. Di- 
rectors discovered that performers had 
to be stationed uniformly close to the 
screen to avoid blurring and undue 
enlargement of the actors’ figures. 
Poses had to be carefully stationed, 
with adequate space between perform- 
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" 
AUDIENCE participation (above) added interest to memory-testing act! 


during entertainment part of the program. Comely 


carried the theme sign, “Plus Dollars," 


det to ins e 


\\ hen silhouetted. 


profiled positions 
short d alog 1€S be 


1 
real sm they lent 


meeting opened at 
large hotel rooms. 

is the white screen wit 
lue velvet panel on each s 

een and panels served a dua 

Screen doubled for the sil 

slide 

projec panels 

Kadrops tora ries of octagon 


hung up by a model 
served also as opaque wings 
tthe 8 of 
s peninad ne-scenes 


age, forward 
from the screen, was a speaker’s stand 


Loud 


speake for the recorded voices was 


equipped with a microphone. 
placed alongside one of the stands. 
Overhead was a white-on-black 
streamer bearing the words “Police 
Department.” 

Backstage, unseen by the audience, 
was a 2,000-watt spotlight focused on 
the rear of the screen, the tape re- 
corder and several chairs and a table 
for props. 

managers entered the room, 

“police” badges. 

>, D.”’ initials and 

the names of the managers in bulletin 
type. 
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"policeman" (right) 


onstage to open the meeting. 


Managers were given no explana 
tion for the badges nor for the ‘Po- 
lice Department” sign strung above 
the stage. 

Fred K. Siegel, National vice-pre 
ident, opened the meeting. As 
mounted the Stage, he looked up 
the sign and exclaimed: 

“Can’t we even have a meeting 

right? Who left that Polic 
Department sign up there? Yank 
lown!”’ 

Sign was quickly removed 
revealed another sion oT equé 
that retained letters ‘“P.D.” 
ried the meeting’s theme: 
lars.” 

Meeting proceeded with a va 
of devices that changed the pace 
q iently and kept interest at 
mum level. 

Siegel began with a general discus 
sion of the ‘‘Plus Dollars” theme and 
the vear’s sales targets. He then led 
into an analysis of sales and me 
dising opportunities by various cate 
gories of merchandise stocked. Blow 
majo 


ips of charts, emphasizing 


points, were brought in by an attrac 
tive model garbed in silk-net hosiery 
and a police jacket and cap. 

Siegel then turned the session ove 
to Irving Brenner, general manage 
yf store operations, who served as a 
combination speaker, commentato 
and participant in the dramatic se- 
quences. 

Slide presentation, also prepared 
by the agency, then followed, late: 
being integrated into the silhouetted 
dramatizations. To bring the slide 


presentation close to the managers’ 
interest, characters photographed in 
cluded the company’s district man 
agers. 
With 


commentary, 


Brenner doing a 1 
slides showed the 
staff of district managers at attention 
beside their cars and then sal 


prepared to make 


uting 


Brenner as 
periodic rounds of stores. 

‘o emphasize the year’s target of 

Plus Dollars,” 


miniature cash re 


Brenner ang a 
gister, mounted on 
a table beside his stand, 
and sent his corps of district man- 


agers off to the 


of “the sweet sound of sales,” “the 


three times 
eS ge Se ae 
cash-register musi 


terrinc tune ot turnover and ‘“‘the 
marvelous music of more business !’ 
Slides thereaftet1 
with “trafhc”’ 
up on the side 
screen by the P.D. model. Sign 


were alternated 
signs brought in 1 
panels « 
octagon-shaped in orange and_ black 
to look like real traffic signs. On the 
front side of each was a regular police 
trafic regulation. On the reverse side 
was a related slogan emphasizing 
company merchandising tip. For ex 
imple, the reverse of ‘‘Slow’’ was 
“Always Time for Courtesy,” of 
“Speed Limit 30° was “No Sales 
Limit,” of ‘Populated Area’ was 
“Your Store,” and of “Dead End” 
was “Make a T.O.” (turn customer 
over to another salesman). 

To blend the slide presentation 
smoothly with the silhouetted se- 
quences, one ol the professional pel 
formers stood at the second speakers’ 
stand at the right of the screen. He 
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NEXT TIME... 
make ita 


SCHIMME Lvention 


at the 
HOTEL 

High Priest of the Himalayas? Not this exalted Nea ae. . . a 
executive. He’s discovered a real Shangri-la for j d 
sales sessions in the midwest—the Marott Hotel 
in Indianapolis! Business topics? They almost 
resolve themselves in this perfect sanctuary that 
features closed-circuit television facilities, 


king-size beds, TV in every room, and 

more. Meditate now. Then call TWX IP380 = 0 xt 

for your reservations. It pays t’bet on the # NGTIONGS m ; 

Marott as your Shangri-la in Indianapolis! pd eae? ~2 ' a 
* SCHIMME! vention means Successful 


Convention at any of the centrally 


Schimmel Hotels 
Lse 


Free parking in two areas on hotel premises. 
ocatec 
CALL US AT WALNUT 6-457) SCHIMMI 


ice Is Immediate, per 
mportant to the suc 


Yep ma rott hotel Gane ; irl saadlas Next time—make 


our meeting memorable . .. make it a 
SCHIMMELvention 

© HOTEL CORNHUSKER Lincoln © HOTEL LASSEN Wichita 

ee ra ee ee e THE TOWN HOUSE, Kansas City, Kans 

© HOTEL LINCOLN-DOUGLAS, Quincy, Ill 


To get things done... © HOTEL BLACKSTONE Omaha 


SEND FOR FREE CONVENTION 


and have more, tt PAC K ¢ PROMOTION Bil to he i 
PRIVATE PLEASURE-LAND! pres: SCHIMMEL vention 


New Lagoon Reom HOTEL CUSTER — GALESBURG, ILLINOIS 
Skylounge 

Club House Loft 
Championship Golf Course Everything 
Deep-sea cruisers for your 


* Swimming pool and white sand beach CONVENTION ! 


Distinguished cuisine and service, plus luxurious comfort and the 


privacy of a 350-acre estate have established Grand Hotel as « 125 CONVENTIONS A YEAR 
favorite resort for discriminating guests. Add to these features the CAN'T BE WRONG 


finest of meeting rooms and you have all the facilities you could ask 250 hotel rooms and suites and 84 new, modern 
for a successful, enjoyable meeting! Available al] year, except March motel units (housing for 800) right on the Guif 
d April Nine conference rooms, seating 50 to 1500... 
en pri. Banquet rooms for 25 to 1000... Huge beach 
; P swimming pool Varied recreational program 

Maximum 200 persons {120 double rooms and suites) and entertainment... Experienced convention staf. 


AIR-CONDITIONED 


NORTH MERIDIAN ST. AT FALL CREEK BLYD., INDIANAPOLIS, INDIANA 


For Convention Information Kit, write James H. Pope, Convention 


Manager, or Harry A. Peters, Jr., Director of Sales 
GRAND HOTEL © POINT CLEAR © ALABAMA 
Murray Stevenson, Vice President 
. . ¢ 
his year meet someplace differ at BEACH HOTEL and MOTEL 


Pian your Convention or Meeting in the beautiful, world-famous Land O° 
Lakes region of Wisconsin. Convenient—easily accessible by air, saute WRITE: JIMMIE LOVE. 
or train. 

Kings Gateway Hotel and inn has all modern facilities for Meetings 
with no outside interferences, pilus planned year-round recreation. 

Private golf’ course — tennis — horseback riding — excellent fishing — nightly 
dancing and entertainment. Fall and winter sports include skiing—3 ski 
tows (instruction and al) necessary equipment available) —snowshoeing— 
toboxganing—skijoring—skating—ice fishing—hunting. 

Meeting and Dining space to accommodate groups up to 150 persons. 
American Plan available. All inquiries appreciated and answered promptly. 


Write— John J. Garber, General Manager, Telephone: Land 0’ Lakes 2611 ee ee ~- =— - 
/ : ’ re OO “ 
The KING S GATEWAY Overlooking The Gulf of Mexico 


"BILOXI & 


Telephone: IDiewood 6-551] 
Teletype 163 
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SWIG-FAIRMONT HOTEL MANAGEMENT 


Your Choice of 


Once a year, National Shoes’ management calls in all store managers for 
a one-day conclave in New York City. Originally, gatherings were held semi- Ho’ 7 » > i See, 


annually, but growth of the organization brought with it regional meetings For 


during the year. Two years ago, company decided to have annual company-wide Sales Meetings 
sales conferences each March, just before the opening of the spring season. In The West 


Meetings are held to give managers refreshers in merchandising of footwear 


and related accessories—hosiery, gloves and handbags. They're held to famil- 4 
iarize the men with company policy, with growth and advertising plans, and 

: : . . HOTEL 
with departmental operations. Meetings also give managers a chance to 


SAN FRANCISCO, CALIF. 


Background to National's Meetings 


socialize and to get better acquainted with one another and with headquarters 


The world’s most enviable hotel loca- 
tion—high atop Nob Hill. 7 distinctively 
different dining rooms and bars, world 
its famous entertainment. 19 meeting rooms 
seat up to 1000; room accommodations 
for 600. European Plan rates 


executives. 


Company maintains a warm, intimate and friendly relationship with 


employes. Policy of “one big, happy family”, says Mogul, is an everyday 


reality to the company’s 900 employes. All sales executives, departmental 


managers and store managers have come up from the ranks. 


Thus, all store managers are former salesmen. Most of them have been Antlers 
with National for at least 10 years. More than 20 belong to the 25-year club. 
, COLORADO SPRINGS, COLO. 
Store manager has to be an administrator, as well as a salesman. He has at 


least two or three sales people under him and may have as many as 15. Completely modernized. Spectacular view 

of Pike’s Peak—summer and_ winter 

sports center. Pool, golf, riding, nightly 

“Since new faces are few and far between, our biggest task in preparing a entertainment and dancing. Wonderful 

food in 4 new restaurants. Good air and 

rail transportation Various meeting 

rooms seat up to 600; room accommoda 

tions for 450. Open all year. European 
Plan Rates 


National meeting is to dramatize its basic story and make it, if possible, so 


memorable that managers will take it back to their stores and act upon it,” 


says Milton Guttenplan, vice-president and account supervisor at Mogul, who 


heads the agency team that creates, produces and directs the meetings in con- 


junction with client executives. 


HOTEL AND SPA 
SAN BERNARDINO, CALIF, 


— nae 4 a : eo ; — a) ee a ree —" Complete freedom from distractions in a 
assun ed the role ot \l - LD. MI. dl ( ! . | echnique Wa en 2000-acre foothill estate, only an hour 
] 


trict manager) and, referring to the ved ‘veral other sequences rom Los Angeles. One of America’s 
, ; luxurious resorts 2 swimming 
take-off ot the col ot district man ater. 001 golf nearby, tennis, etc. Various 
: rooms, including theatre. Ac 

commodations for 300. Open all year 


gers on a previous slide, he suggested Sill skits presented typical 


‘look in and see what happens en » selling situations in which per European Plan Rates. Natural Spring 


Caves and masseurs! 


formers portrayed the right and 


Next slide showed listrict m wrong wavs of merchandising 


ager in his car in act of turning on handling customers. (Mission Inn 
I ich ( th the ‘Ip of sre , divided the silhouettec 

his radio which (with the hel Brenner divide he lhouetted HISTORIC GARDEN HOTEL 

RIVERSIDE, CALIF. 


: P : : . Historic charm in a modern setting 
radio ingle. point, also, silhouettes were inte! Hotel completely modernized with dis 
R .» , | i & . : ies . Es Rn * rl . tinguished food in beautiful new restau 
f lide followed which howed the rupted by a brief live performance rants. 1 hour from Los Angeles and 
interior of a National store as ac that provided comic relief. One of Palm Springs. Magnificent pool, gol! 
: : etc. 10 meeting rooms. Accommodations 
companying sound of jamming brakes the performers, acting the part of a for 400. Open all year. Free parking 
European Plan Rates 


ro € 


backstage playback oO! t transcrip ramatizations trom time to _ time 


tion) played a new National Shoes with comments of his own. At one 


indicated that the district manager beautiful nurse, emerged from the 


had arrived. silhouette and came out in front of 


hifted to the screen. Another perto1 mer, dressed FOR FURTHER INFORMATION— 


Presentation then sl 
silhouetted performances, with the as Little Lord Fauntleroy and suck- 


: : . write the hotel direct or consult 
first scene showing the district man- ing a lollypop, spotted the nurse and ‘ otet airect or Ce 


John A. Tetley Company, 3440 
ager entering the store. made a bee-line for her a la Harpo Wilshire Blvd., Los Angeles; 


In this opening silhouetted skit the Marx. Nurse ran and the boy gave phone: DUnkirk 8-1151; Fair- 
agency adopted an old radio-drama chase offstage. He emerged a moment mont Hotel, San_ Francisco, 
technique to create a ‘‘stream of con- later, with his “conquest” aftection- phone: Exbrook 7-2 
sciousness.” It consisted of recording ately holding his hand. Sequence then 
the voice through a filtered micro- resumed the silhouetting. 
phone so as to produce a far-off sound Presentation ended by having the 
that’s recognized as expressing the entire cast of performers come to the 
character’s thoughts, in a “stream of front of the screen, one by one, and 
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PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you ana 
your family at the glamorous Caribe Hilton in 
colorful San Juan .. . only three hours from 
Miami, five hours from New York. 


Here, in an enchanting island setting, you will en- 
joy delightful days swimming in the ocean or pool 
(private beach and cabanas at front door), fishing, 
sailing and playing tennis. Evenings you'll dine 
and dance in the gay Club Caribe. The air-con- 
ditioned Caribe Hilton has 300 rooms, each with 
bath and ocean-view balcony. A new wing with 
100 rooms is now open. 


Plan now to visit The Caribe Hilton! 


Travel does not involve passport, customs 
or currency excbange problems 


. 
oe 
SAN JUAN + PUERTO RICO + USA. gut ™ 


For information or literature: Josepb J. Case, Sales Manager, Hilton Hotels International, 
The Waldorf-Astoria, New York 22, N. ¥., Telepbone MUrray Hill 8-2240. 


Arrive Fresh'n Ready 


via Delta’s Golden Crown DC-7's, 
‘Flying Scot’'’ DC-6's & DC-7’s 
and Convair Metropolitans 


1g Start on 


ng large and 


You're in the best of hands 
when you fly Delta. 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 
Atlanta Airport, Atlanta, Ga. 


SCHEDULED AIRLINES 
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doing a “Hit Parade” finale by sing- 
ing “National Shoes Ring the Bell,” 
company’s long-established radio jin- 
gle. 

Slide silhouette 
followed by a fashion talk given by 
Joanne Roberts, fashion consultant 
to National Shoes Consumer Service 


presentation Was 


Bureau. 

Dr. Irving Wiener of the Podiatry 
Society discussed recent developments 
in foot treatment and emphasized the 


role of proper shoe-fitting in foot 


health. He announced also the com- 


pletion ot arrangements fo! annual 


foot health examinations for all Na 
tional Shoes personnel. 
Davy session closed the show 


Ing Of! i motion l ] nim on ho 


ere handisi 


siery 
The evening 
addresses 


banquet, whi ] 


ied and 
president 
Milton Gutten 


executive, presented de 
the new advertising campaign. 
presented to new mem 


25-Year and 10-Yea 


Entertainment was furnished 


E she 


memory expert. 
Guttenplan, the di 

ons were 

low cost 


amount 


response 


1 
} 


-d then 


] 
on is only one 


techniques Na 


shows, stimulates interest in the pres- 
entation as a whole.” 

Some techniques introduced in the 
past were: 

1. Employment of the Visualcast 
technique when it was first introduced 
in 1950. 


2. Use of 3-D slide projection 
with each manager given the special 
eyeglasses needed for viewing, at a 
time several years ago when this was 


3. Complete puppet musical show, 
with the sound pre-recorded and syn 
chronized with the action on stage. 
The show, held during a semi-annual 
meeting in Aug entitled, 
‘Shoehouse of the August Meeting” 
to tie in with the play 


ust was 


( ‘Teahouse 
the August Moon,” then running on 
Broadway. 


4. Use of “sound-stripe,” newly 
developed at the time by Bell & 
Howell, for a 20-minute 16mm movie 
entitled ‘‘Badge 499,” a take-off on 
the “Dragnet” TV program, then in 
its first season. ‘“Sound-stripe” con 
s of a thin stripe of iron oxide 
ilong one edge of the filn a sort of 
“magnetic tape’ sound track applied 
to the film which gives a “live” qual 
ty to the sound, 
5. Employmen n 1957, as a 


hange of pace from mechanical tech 


niques, of a series of completely live 
workshop sessions. These consisted of 
linical studies of merchandising prob- 
nd solutions led by 

| 


mental chief 


depart- 
and specialists, utilizing 
ramatic skits to empha- 


points. O iestion-and 


S 
larts and ad 
Ze majo 


1 


inswel period followed each work- 


\t one session, company 
uction in 
podiatrist. 
each manage 
ramed graduation certifi 
he Podiatry Society of the 


of New York. 


¢ 


NOW.. INIE'W AUDITORIUM FACILITIES 


in 


- favorite 


CONVENTION CITY of the great MIDWEST 


Seats 


7,000; two floors with 45,000 sq. ft 


space; banquet facilities; large stage; 3 smaller 
meeting rooms; central downtown location. 


Lincoln is easily accessible by train, plane, bus 


NOW! 
Convention 4ppot 


High in The Great Smokies 


NA RESORT 
VILLAGE 


WORTH CAROLINA 


Two miles from Fontana Dam and 
30-mile lake 


Wouldn’t it be refreshing to try a 
new, all new convention spot? Be- 
fore you plan that next meeting (or 
that next sales trip prize) consider 
this completely modern resort town 
in the southern edge of the Great 
Smoky Mts. Nat’l Park. 


Lodge, Cottages, Convention 
Halls 


Beautifully appointed 56-room 
lodge, 300 cottages, convention halls 
that seat from 50 to 750, banquet 
space, excellent food services, up-to- 
the-minute business district. Sunny 
days and blanket nights, world- 
famous fishing, large heated swim- 
ming pool, horseback riding ‘ 
more things to see and do than 
there’s time. At your service, ex- 
pert convention director. 


Easy To Reach 


Every meeting at Fontana Village 
starts with a beautiful, scenic drive 
over wide, paved highways, through 
the mountain-lake country of West- 
ern North Carolina. Train and plane 
guests met at Knoxville, Tenn. 


Very Reasonable Rates 


Rates are surprisingly reasonable. 
Make a real hit with your next con- 
vention in a wonderful, different 
atmosphere. Send coupon today for 
literature and complete details. 


Reservation Manager, Dept. SM 
FONTANA VILLAGE, N. C. 


truck, car. Hotel, motel accommodations for 
3,000. Many cultural, athletic interests. 


Please send complete convention in- 
formation. 


For complete details, write: , 
Name Title 


Convention Manager 
Lincoln Chamber of Commerce 
LINCOLN, NEBRASKA 


Company 


Street 
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HUMAN ELEMENT is still the most important factor despite technological improvements. 


Three Big Trends in Motion 


New pictures for industry have these advantages: faster 
color film for "shots" previously difficult to take; three- 
dimensional sound with new magnetic tapes; split screens 


that combine motion pictures with instant-change slides. 


BY EVERETT SCHAFER 


Senior V-P, Planning & Programming Services, 
The Jam Handy Organization 


‘ral use. This means top 
photography under conditions that in 
the past prevented best results. ‘Tests 

ompleted show that the new 
s of finer grain, has exceptional 
and gives sharper 


how nanny are 


gneve tapes, too are 
*way to improved opera 
» technical end. And there 
developments in sound 


wine F pl iction n anothe1 direction. 


salesmen « 


)1 limensional sound is adding 

*n though the irthe ‘alism to visual presenta- 
1 Can be ( losed. 

the pro i this “binaural” reception, 

motion pictures from multiple sound sources, amazing 

only when he results are achieved within modest 

new techniques meeting budgets. At a recent series 

of meetings, in which we assisted, 

such varied actions as a missile enter 

ng the stratosphere, a bird chirping, 

a locomotive apparently moving across 

the stage, and a ping-pong game were 

ise by The Jam Handy “seen” by an audience which really 

of a new color motion ducked for cover as an invisible rocket 

ce the speed of the whooshed by. 


SALES MEETINGS 


Pictures 


A national distributor in the elec- 
tronics field this month used the Jam 
Handy ‘“‘split screen’ techniques to 
put on distributors’ meetings. At the 
Waldorf-Astoria, in Chicago’s Con- 
rad Hilton, and on the West Coast 
at the Beverly Hilton, regional dis- 
tributors were introduced to their 
new product lines. Entire year's 
merchandising campaign was pre 
sented by means of color motion pic- 
tures and slides. 

Motion pictures of new products 
ind of executives speaking to thei 
staff were flashed on the center of a 
° across-the-stage projection 
screen. At the same time, color stills, 
emphasizing specific points of | the 
total message, were projected on each 
side of the motion picture image. 

Split-second timing in this opera 
tion is achieved by skilled technicians 
ising d ial are projectors. This equip- 
ment permits fast dissolves and match 
ed fades trom slide to slide. The 
audience is not conscious of a break 
in continuity because images flow into 
each other. Speed of change, 1 30 of 
1 second, is such that an image can 
be projected on the syllable of a 
spoken word, either when a speaker 
actually is on the platform or when 
the message is recorded, as in a mo- 
tion picture. 

In meeting programs such as this, 
time and effort of sales executives are 
devoted to that part of the meeting 
activities which they choose to han- 
dle themselves. Everything else is the 
responsibility of the audio-visual pro- 
ducer. 

When wide-screen came to thea- 
ters, industrial shows put to use the 
new developments. Today, wide- 
screen presentations of products and 
sales training methods are within the 
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reach of any industrial organization addition of 
that 1S looking tor eve-catt hing meet man, Spanish and 
ings that really hold attention. 


Millions, confides 


thrown into such features as still is ever-bette1 
en Commandments” and “Eig the pr 
Days Around 


ot pictures for business a 


have to be just as good 
and with much less 


We ac hiev e the 


within budget 


lady 


swee] 
screen 
adapting the mechanisn 
equipment to 
new screen proporti 

In ‘““Amer 
SCOP lt panor! 
achievements 
national satur% 
tions 


both 


theater projection and 


message 

> 

59mm = prints 
prints tor non theat1 
grams, with a 


Starting point. 
Language Limits Effectiveness 
ever be 


, 
Need tor 


bette! 


1 


In a world still batt with lan 


yuage obstacles and cr py Tor better 


eTtect 


industrial film i ite ndus 


anks and 


communications, 
American 
when sound tracks only 
lish. Distribution of 


Handy pictures has been extend 


several recent 1ucer. 


meeting programs by 


foreign turn 


HIGH-SPEED slide changing mechanism on Jam Handy's newly de- 


veloped picture projector changes slides in a fraction of a second. 
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But despite important contributions tricity to farm 
Hollywood, are of the technician, today’s 
, content of pictures ence today is that t 
celess ingredient or writers, 


the World uce | ucers, cameramen. 


is what keeps the 


eet 


remov: 
inderstanding 
echelons 
and between selle 
s the concern of the expel lenced pro- 
Among the first 
given to ‘| he Jam Handy Organiza- torgotten when meetings that must be 


to help thousands of new 


pe 1CT1 ed salesn en to expl: 
wives who we 
the old oaken bucket. D 


} 


challenge ising 
1e process has b 
t elerated. 

metallurgical lab, 


atomic 


Ihe man in the 
, 


ocKet 


I dome, 


control tower, 


wo ild be 
that communicati 
rst responsibility. 


close to the 
omplishments ‘“‘seeable.”’ 
where the prod icer OT creati\ 


isuals omes 1n. 


I didn’t think,” remarked a man 
one OT OU! | I 
“that our wo 
soresponse sul 


re, We Knew th s 
t sensational 
+} 


VW inted ie 


mos 
how 


] 
s altogethe1 possible 


some of the enthusiastk 


Ss 700d Im VIS 
-e something sponses to this particular sales picture 

may have been due to laboratory shots 
| 

f 


at show the use of a new pharma 


ing tools 
preparation and include a 


remarkable and comely 


ce itical 
athe 

kin. 
in-plastic 


ot roadblocl manl- 
In the end this Brigitte Bardot 
audience a big, 
electronically-controlled wink. 

‘The human element is here to stay, 
better not be 


between 
In business 91VeS het 


and bu 
it seems, and it had 


assignments 


the century was effective are planned. @ 


ae a y ae 


"AMERICAN ENGINEER" is available in both 35mm prints for wide- 


screens and standard |6mm. prints—both made from one original. 
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Everything 

you want for 
a successful 
meeting 


BERMUD 


FOR CONVENIENCE, comfort and 
change of scenery, many executives 
have found Bermuda the perfect 
place for successful sales meetings, 
small conventions, directors’ sessions. 


BERMUDA IS EASY TO REACH from 
most major cities of the United States 
From New York, for 


example, it is only 3 hours by air, 


and Canada 


with numerous flights daily on trans- 
Atlantic airlines. Or you can get 
there on a weekend trip by luxury 
ocean liners which sail every week. 


BERMUDA OFFERS ideal working 
conditions with ample space, fewer 
interruptions and superb facilities 
for relaxation: golf, tennis, fishing, 
swimming, sailing, cycling; also ex- 
cellent restaurants, cocktail lounges, 
evening entertainment 
famous hotels and many attractive 
guest houses can accommodate small 


Bermuda’s 


or large groups at reasonable rates. 


PLAN NOW to hold your next meet- 
ing in Bermuda. For more detailed 
information, write to The Bermuda 
Trade Development Board, 620 Fifth 
Avenue, New York 20, New York. 


Magnavox Keeps 1,200 
Slides in Circulation 


Combination of color slides, flannel board and blackboard 


offers flexible tool for dealer salesman training. TV manu- 


facturer reaches 7,000 retail men with series of meetings. 


[raining is especially important 


wl 


1en company policy allows no dis- 
‘ounts, the field is highly competitive 
and price slashing is a generally ac- 
cepted sales tool. 

Magnavox Company found that an 
and imaginative merchan- 
dising program can carry the sales 


aggressive 


ball only so far. Sales management 
of the Fort Wayne, Indiana, manu- 
facturer of TV sets relies heavily on 
well-informed 
retail sales force to move its product. 
Big problem until recently was how 
to keep 7,000 retail salesmen well in- 
formed and enthused simultaneously. 
Answer for 


an enthusiastic and 


Magnavox was a grass 
roots “train the salesman” program 
based on the effective use of colored 
slides. 

Mag 
program was 
prompted largely by the growth of 
the company, reports Sales Training 
Manager Russell J. Weber. In 1952 


Weber was able to conduct a one- 


Development of the new 


navox sales 


training 


man sales training campaign which 
reached the company’s 20 regional 
managers and nearly 1,000 dealers. 
Today, with annual sales over $80 
million, with 55 regional managers, 
and more than 7,000 salesmen work- 
ing for approximately 2,000 dealers, 
sales training is far more than a one 
man job. 

Weber and Assistant Sales Train- 

g Director Jerome Pasternak de- 
ided to press their zone and regional 
sales managers into service. With ap- 


Il 


proximately 60 managers conducting 
sales meetings throughout the coun- 
try, Magnavox could reach all its 
retail salesmen at the same time, they 
reasoned. 

Objectives of the retail 
were basic 


sessions 
to supply the sales force 
with current product information, to 
enable salesmen to use competitive ad- 
vantages, and to teach the Magnavox 
philosophy of manufacture and dis- 
tribution. “Big hurdle in designing 
the program,” reports Weber, ‘“‘was 
to standardize the message that would 
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be delivered by dozens of different 
people in all sections of the country. 
We had to come up with a means of 
transmitting a standardized story that 
had both variety and impact although 
we couldn’t maintain personal control 
over each meeting.” 

Weber and Pasternak wrote a basic 
sales meeting script based on a series 
of slides. Sales managers, equipped 
with the script, slides and a portable 
projector, were able to conduct their 
own meetings after a brief training 
period. 

Pasternak and Weber started work- 
ing on the program in mid-August. 
By the end of November, the script 
was written, visual aids developed, a 


preliminary ‘“‘cadre”’ of 20 managers 


trained and a swift-moving tour of 27 
cities completed. 
At two-day 
sions managers reviewed the slide- 
illustrated script and were trained “in 
what to say and how to say it when 
using their visual aids,” says Weber. 
In addition to slides, script calls for 
blackboard and flannel board presen- 

tations. 
Says Pasternak, ‘““We are looking 
for a change of pace in the meetings, 


regional training ses- 


too. 

“The flannel board is novel and 
can be used for progressive disclosure. 
The blackboard always is a big help. 
There’s no cost and it is a flexible 
tool, also ideal for progressive dis- 
When we see 


motion 


closure. a good com- 
mercial selling 
techniques, we buy or rent it. It’s all 
part of not depending on only one 
method which might become boring 
in a highly concentrated learning ses- 


sion. 


picture on 


After the sessions, each manager 
was given a Signet slide projector, 
plus script and slides. ‘Then, with 
Weber and Pasternak conducting the 
initial retail meetings to get the pro- 
gram underway, managers set out to 
reach retail salesmen. Retail sessions 
last seven hours with a total of 150 
slides being shown. 
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HILTON 


There is nothing finer in the world of convention 
facilities than those you will find in Hilton Hotels. 
For complete information on accommodations, 
contact Sales Manager of any Hilton Hotel, or: 
Richard L. Collison, Assistant Vice President 
and General Sales Manager, Hilton Hotels, 
Palmer House, Chicago 90. 

John B. O'Connor, Sales Manager, Eastern 
Division, The Statler Hilton, New York 1 
Arne C. Schey, Sales Manager, Central Division, 
Palmer House, Chicago 90. 

Roy A. Lake, Sales Manager Western Division, 
Ihe Statler Hilton, Dallas, Texas. 


RESERVATION OFFICES 


New York: 401 Seventh Ave.—Tel. LOngacre 3-6900 
CuicaGo: Palmer House — Tel. FInancial 6-2772 
PitTsBURGH: Gateway Center — Tel. COurt 1-5600 
SAN Francisco: 100 Bush St. — Tel. YUkon 6-0576 
MiaMi: Dupont Plaza Center — Tel. FR 9-3427 
ToRONTO: 121 Richmond St., W.—Tel. EMpire 2-3771 


Hilton Hotels Under Construction in West 
Berlin, Cairo and Pittsburgh 


Executive Offices» The Conrad Hilton «Chicago 5, Ill. 


SA Citi 
v DAYTON, OHIO 


Salle : fllen 


NEW YORK * gi shored 
WASHINGTON, e.c..* nage . 
HARTFORD * CLEVELA i 
pETROIT * “see 
mek ANGELES ° DALL 


¥Z THe 
Cle pyff >Fry 
s 


HOUSTON, TEX, 


haban a 
it ite. . 


HAVANA, CuBa 


C Slcithlend (Yin 


v CINCINNATI, OHIO 


the “seat” 
of your next 
convention... 


ERICA 589 


\ 
* 


PHILADELPHIA’S 
CONVENTION 
PHOTOGRAPHERS 


Specializing in all phases of 
convention and Commercial photography 


RI 6-2028 


« (), Philadelphia's official hotel photographers since 1918 
> 


STANDARD PHOTO SERVICE 


. 2031 CHESTNUT ST. e PHILA. 3 


Bringing them in from out of town? Solve your transportation problems by 
putting yourself in the hands of Capital Airlines’ Delegate Service. 

Not only will Capital whisk your delegates to their destination on a 
jet-prop Viscount. In addition, a Capital travel expert will help you with 
ground transportation, hotel accommodations, even entertainment. 

How about the cost? Often less than 
train transportation, and you save up to 
80% in time! If you convene in almost 
any major city of the East, Midwest or 
South, call Capital...do it now! 


Capital GREATER ATTENDANCE 


AIRLINES AT FLORIDA'S 


GREAT CONVENTION CITY 


conpitioNe® DAYTONA 
r : BEACH 


*% Convention Planning “Know How.” 
*% Tropical Resort Relaxation. 

% Hotels and Apartments for 40,000. 
% Meeting Rooms for 50 to 1000. 


* Air-conditioned Auditorium Seating 
2,500 ... With Exhibit Space. 


DAYTONA BEACH RECREATIONAL AREA 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA - PORT ORANGE 


‘eee eB ea eee eee WRITE*@ ee eeeeeee 


CONVENTION BUREAU 
CHAMBER OF COMMERCE 
Wesler T. Keenan, General Manager. Offices: New York, Circle 7-7946; Chicago, 


WHitehall 4-7077; Cleveland, SUperior 1-0420; Washington D.c., DAYTONA BEACH. FLORIDA 
MEtropolitan 8-3492; Miami, PLaza 4-1660 
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Weber and Pasternak carry Signet 
500 slide projectors for use in larger 
meetings. Smaller Signet 300 pro- 
jectors issued to the managers are 
ideal for the average sessions with 20 
to 30 salesmen attending, says Weber. 

All slides are of Kodachrome colo1 
reports Weber. “One of the big 
things we are selling is the quality of 
the Magnavox cabinet finish,” he 
says. » We want authenticity of wood 
coloring and grain in the slides so 
that oun people have an accurate idea 
of what they will be talking about.” 

Total of 275 different slides are 
ready for use in various types of meet 
ings. More than 12,000 slides are 
currently distributed to managers. 

Many factors went into Weber’s 
decision to base his meetings on slide 
presentations. Important advantage ot 
slides, he explains, is the changing in- 
dustry pattern. “Model changes trom 
year to year—and possibly within a 
single veal would soon obsolete a 
large number of visual aids. It’s a 
simple matter to produce a new slide 
or two tor replacement of outmoded 
information without disturbing the 
rest of the material.” 

“Also,” says Pasternak, “we are 
able to adapt existing material to out 
needs on the slightest notice. If we 
want to stage a two-hour meeting, 
we simply choose 40 or 50 of the 
most pertinent slides and we're ready 
to go.” 

Slide projectors are more economi 
cal than many other visual aids Mag- 
navox considered. Smaller projectors 
cost Magnavox $70 each. Cost of 
duplicating transparencies is low. 

Weber credits a numbe ofr im 
provements in Magnavox’s sales pic 
ture to its new sales meeting set-up. 
There have been more sales meetings 
since managers have been provided 
with a ‘‘picture story” to tell and have 
more confidence in their ability to 
tell it. 

As an aid in evaluating meetings, 
a series of quizzes Was given to sales 
men—before and after the meetings. 
Scores nationally | been much 
higher for the summary quiz than on 
the opening one—even though sun 
mary quiz is far more difficult. 

Anonymous reaction sheets turned 
in at the end of sessions indicate that 
salesmen feel they are being helped by 
the program. In addition, says Weber, 
the home office has received many un 
solicited letters from regional man 
agers and dealers calling for an in 
crease in the slide-illustrated meetings. 

Weber is currently considering 
doubling the number of meetings 


scheduled. Also in the planning stage 


is a series of dinner meetings for re- 
tail salesmen in 50 to 60 cities. Meet- 
ings would be an annual affair. @ 
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TheM ore 
on the Mountain 


_ 


The Motel, and the equally famous Restau- 
rant on the Mountain, now have enlarged their 
facilities to handle the growing number of groups 
which are electing to hold their meetings at this 
unique location only thirty miles from Manhattan. 
No noise, no distractions—just beauty, isolation, 


and complete facilities for up to 200. 


For reservations and information: MR. E. V. CRANE, THE MOTEL 
ON THE MOUNTAIN, SUFFERN, N. Y. TEL.: SUFFERN 5-2500. 


Question: Where will you get more done 
while you have more fun? 


AND THE BAHAMAS 


Reason: You accomplish more on the agenda because you relax so 
enjoyably and so completely during the hours in-between! 


Suggestion: Plan your convention or sales meeting in the Bahamas; 
besides wonderful climate and excellent sports, there are 
shopping and sightseeing for the whole family. 


Reminder: The Bahamas are near by plane or ship . . . and no pass- 
ports are needed for American or Canadian citizens. 


For complete information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 
MIAMI: 1633-34 duPont Bldg. « CHICAGO: 1230 Palmolive Bldg. 
NEW YORK: 307 British Empire Bldg. e DALLAS: Adolphus Hotel Arcade (1406) 
TORONTO: 407 Victory Bldg. 


...It’s Practical 
and the Results 
are Sensational 


7 
: 


Hilton Hotel ‘a= 


Ld 


PANAMA CITY, REPUBLIC OF PANAMA 


Panama—at the Crossroads of the 
W orld—is closer than you think... 
and within easy reach of any part 
of the U.S. This past year some 
of America’s largest organizations 
have held their sales meetings at 
El Panama Hilton. They found 
and the 


service and facilities of El Panama 


Panama fascinating 


Hilton exceptional. 


For information 


and literature 


write Joseph T. Case, Sales 
Ver., Hilton Hotels Inter na- 
tional, The Waldorf.- { storia, 
Vew York 22, N. Y. Tele- 
phone: MUrray Hill 8-2240 


PRESCRIPTION: 


Audio Visuals 


TAKE AS DIRECTED 


BY ROBERT P. ABRAMS 
Vice-President, Williams, Brown & Earle, Inc.* 
Chairman, Industry and Business Council 
National Audio Visual Association 


gets done. It 
will set 

r meeting, 
objective, 
and prepare 


does not 


lity and meaning 
This 1s the essen 


spec ialist. 
after complete diagnosis of the 
is the prescription written. 
is examine the audio visual 
Who is he? For the most 
represents a substantial con 
iny or division of a company exclu 
sively dedicated to the supply of serv- 
ices and equipment for training and 
communication. Usually he is fran- 
hised by manufacturers of this ma 
niquely q ialified to repre 

sent them. 

The qualified audio visual dealer 
maintains a base of operation with 
trained staff as well as a field service 
organization of personnel able to 

lients’ needs, and trans- 
into feasible solutions. He 


, , 
nderstand 


‘refore, be able to select 
ial media, provide it, serv 
t and help to plan all facets of 
material to be used. He must be 
ible to use many avenues to the mind 
ind implement the program with ef- 
fective presentation. 
j io visualized programs today 
are essential aids. As with other tools, 
skill must be developed in their use. 
*Philadelphia 


» audio visual specialist 
levelop this skill in the client 
Programs, like adve 


Campaigns are set ona large 


Zation. 


mall basis, dependent upon the 

ilt to be accomplished. Programs 

are tailored to meet most any budget. 

With good consultation service the 

ual function is as smooth as 

ing, public relations, legal or 
counting services. It is a service 


marketing, 


e to 
an entire organization 
personnel, administration and opera 
tion. It is a rewarding service for it 
consistently pays its own way in bene 

derived tangible profits, im 


proved techniques, better relation- 
ship, more effective action, savings in 
operation end result: contribution 
to increased net profit. 

In this field of communication, 
like medicine, there is no “shot gun” 
cure, no universal panacea. Each 
problem of communication must have 
ts own custom-designed approach. 
You must consider the subject to be 
communicated, audience, environ- 
ment and psychological factors. 

Of importance is the client/audio 
visual specialist relationship. It should 
be intimate, thoroughly coordinated 
ind mutually sympathetic. For suc- 
cess, both are directly dependent upon 
each other. It is important that clients 
select audio-visual consultants that 
ire capable of handling their particu- 
lar problems. 

As client, you must assume respon 
sibility of communication, cooperation 
and coordination if the “partnership” 
is to bear fruit. It is important to 
deal in specifics; generality leads to 
failure. 

Many pitfalls in visual communi- 
cation can be avoided at the initial 
stage of art work preparation. Ex- 
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RULES OF 


Use of visuals, just to have something on the screen is pointless. 


Repetition, skillfully used, is a cornerstone of jeaching. 


Avoid subtlety and an overabundance of humor. 


For small, impromptu or informal meetings, try the opaque projector 


Slides are good for larger, more formal meetings. 


lf several meetings are to be held simultaneously: 


For a change of pace from movies, slides or filmstrips: 


Motion pictures are effective where large scope and motion must be conveyed. 


t is often effective to combine sound with slides or filmstrips. 


n smaller groups 


boards. 


often it is enough to use flannelboards, magnetic or chalk 


t's imperative you set up your room properly. 


. All equipment should be properly focused and sound reset. 


Check your seating arrangement, ventilation, and acoustics in advance. 


By anticipating emergencies you can avoid them. 


. Consider a summarized audio-visual program for field follow-up. 


¢ 


must be exercised as to 
colors and 
technique of depicting subject matter. 
Expenses 


oO! size of image, 


can be saved and quality 
improved using the simplest of 
basic lettering, standardization of art 
size and labor-saving devices such as 
overla In this regard, your audio- 
visual specialist should spend consid- 
erable time with you to develop in 
you the ability and skill to perform 
most of the basic functions within 
your own organization. 
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Audio visuals are primarily meth- 
ods of communication. It is important 
that media be chosen not on a basis 
of equipment, but on a basis of end 
result. Of course, it is important that 
equipment be sturdy, precision-con- 
structed with assured longevity and 
priced fairly to meet budgets. It must 
also be backed up by the service of 
your dealer specialist. Good equip- 
ment, like gvood tools, permits a better 
job. This is equally true of audio 


visuals. @ 


THUMB | 


LET’S MEET IN 


LONG BEACH 


. .in the heart of 


SOUTHERN CALIFORNIA 


. gh 
4 <6) 


Where you CAN combine 
business and pleasure 


‘‘call the meeting to order’’ 


y Wonderful year round climate 


1 Conference Rooms and Convention 
Halls to accommodate groups of 6 
to 6000 


1 Experienced staff with plenty of trade 
show “know how” to help you. 


q Excellent Hotel Facilities .. .. 
adjacent to Auditorium 


‘‘meeting adjourned”’ 


q Visit Disneyland, Marineland, 
Fun Zone or myriad other 
Southland attractions. 

q Swim, fish, sail, play golf, bow! 
or partake of our other 
recreational facilities. 

q Enjoy dining, dancing and 
entertainment in dozens of renowned 
restaurants and night clubs. 


LET US HELP YOU PLAN YOUR NEXT 
CONVENTION, CONFERENCE OR TRADE SHOW 


LONG BEACH 


Municipal 
Auditorium 
Long Beach, 
California 


Convention and 
Visitors Bureau 


BOB HOPE and Jack W. Minor, vice- 
president in charge of sales, Plymouth 
Division, Chrysler Corp., await their 
cues in Plymouth's closed-circuit sales 


spectacular’ beamed to 41 cities. 


Speed Is Big Asset of Closed-Circuit TV 


Closed-circuit TV will see its greatest use as meeting tool. 
lt has accomplished much in six years and has room for 


growth. Swift contact is most dramatic advantage. 


BY JACK O'CONNOR 


Manager, Eastern Division, TNT Tele-Sessions 


s, W Vel 
ble to see each detail 
perfect clarity 


> VK il meeting 


; a 
with 


r€ 


ation, tOOK up I 
participants 
) 


to 2,000 distri ravel was involved, almost 


ire able witho if ii 1( ime away trom work tor 


ves and other. personnel. 


f course, closed-circuit 
that provided this exciting 
isiness meeting. Although 
demonstration till comparatively new, closed 


ness brain lo- rcul television medium has already 


b 


1 laborato 100 miles away added scope and impact to business 


ite | 
thousands of its salesmen and mem meetings and gives promise of thor 


oughly revolutionizing techniques of 
national and regional sales, marketing 
and promotion sessions. 

Since the first large-screen ‘IV ses 
sion for business was held via closed 
circuit—a 17-city network on Dec. 8 
1952, for Lees Carpet the medium 
has demonstrated versatility and 
eficiency in a wide range of challeng 


y Situations, 


Rapid-Breaking News 


On Nov 15, 1957, Plymouth 
vision, Chrysler Corp., was faced 
some rapid-breaking develop 

ments to communicate to its dealers 
and salesmen. Eight late 
through ‘Tele Sessions, afhliate 
Vheatre Network ‘Television, 

hour-and-a-half sales spectaci 
starring Bob Hope and Lawrence 
Welk, was beamed from Hollywood 
to 28,000 Plymouth dealers and sales 
men in 41 cities. Everything fi 
booking hotels and_ theaters, 
producing the program and organ 
IZInNg the entire network facilities for 
+1 markets was completed in the 
eight-day period. Jack W. Minor, 
Plymouth’s vice-president in charge 
of sales, who acted as host of the pro 
gram, says, ““This Plymouth closed 
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WISE GAVEL... 


that hits the board, 

that stands on the lectern, 

which faces the crowds, that attend the speaker, 
who can be seen on closed TV 

in thirty rooms, both large and small, 
which create the nation’s largest space* 
available in portion or package 
to mammoth convention or intimate group... 
but is yet just a part 


of the Wonderworld called 


ericana 


THE HOTEL OF THE AMERICAS 


* 135,000 square feet. 


Mor. «¢ OCEANFRONT, 96th TO 98th STREETS ¢ BAL HARBOUR, MIAMI! BEACH, FLORIDA 


A TISCH HOTEL + CHARLES CRADDOCK, Gen. 
71 
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Now—tor your conterence— circuit tele-session won overwhelming 


all the special charm of approval from salesmen and dealers 
Jamaica dramatized in one 


WOU! BU CCU M EET ut Jomnien! 


PREMIERE SEASON 


RAWAK 


ym oO Tf & & 


COMPLETELY AIR-CONDITIONED 


ARAWAK P. O., JAMAICA, B. W. | 
Robert M. Souers, General Manager 
LOW SUMMER RATES NOW IN EFFECT 


new, complete-in-itecit and gave our Plymouth sales program 
resort hotel—the ARAWAK a big stimulus at just the right time.” 
... designed with meetings 

in mind! Entirely air- 
conditioned, with 176 baiconied was able to use entertainment (and 
guest rooms; flexible, 
modern meeting rooms, 


| Through closed-circuit, Plymouth 
| advanced equipment and home a. In addition to Hope and 
! 


sales) value of stars it sponsors on 


convention trained staff; Welk Bill Lu ; Be White 
l sundigan, tty ni 
700-foot Caribbean beach, : > ‘ : ind oo ' , , 
free form pool, tennis courts, and Bill Williams appeared on the 
putting greens, yacht show, the latter as the Angels (their 
anchorage, Freeport Shoppe, 
fine dining rooms and cocktail . 
lounges; and the spectacular \ isited a Plymouth showroon were 
LIMBO ROOM Night Club. given a demonstration of a new model 
Golf at Exclusive Country Club! and were exposed to a big new con- 
sumer contest Plymouth was break 


the next day. 


television role at the time who 


ing 


Morale Factor 


eeeeee 


t 
( 


The sales spectacular, in addition 
} 
Q 4 


being a vital communications tool, 
was an important morale factor. Stars, 
in effect, told the audience: ‘We'll 
in there slugging for you all the 
way. And dealers and salesmen were 
given a real sense of belonging ot be 
ing part of one family. Results? 
Plymouth held another closed-circuit 
Brochure and /iterature available on request. For information: 
sales meeting two months later—Jan. 
NEW YORK: Leonard Hicks, Jr. & Associates MIAMI: Leonard Hicks, Jr. & Asso. 2? 1958 
65 West 54th Street « Circie 7-6940 7630 Biscayne Bivd. « Plaza 4-1667 Another remarkable e wie f 
CHICAGO: Leonard Hicks, Jr. & Associates *« 505 N. Michigan Ave. « MOhawk 4-5100 Another remarkable example of 
speed was achieved when Esso Stand 
ard Oil announced the then new 


Golden Esso Extra to its marketing 


a Py ~ 7 4 ~ personnel, Arrangements for network, 

BI \ “RLY WwW ILS SHIR E hotels, three ITV origination points 
e : s . e . io scree nr jectl -guipme 

Wilshire Boulevard Beverly Hills, California and big screen projection equipment 

‘ ; in appropriate hotel ballrooms were 


Vi x i‘ 8 ps, made by INT in the record time 


Wa 


of five days and on May 2, 1956, 
Esso brought the story of its new 
gasoline to its entire sales force in 10 
sos 


For a succe ‘ | conven- CITIES. 


tion... California style 
Delegates enjoy California 
climate, the Beverly 
Wilshire’s glamorous a - 
eaterg pool, tennis J .- When Housew ares and Radio Re- 
courts, fabulous dining 


‘eived Division, General Electric, 
rooms, air-conditioned ; =e ‘ ; 


1s. new Lanai was faced with the problem of an 
nd convention ; nouncing a radical new pricing policy 
ties that are a simultaneously to 2,000 distributor 
unsurpassed ; principals in 16 cities in a way that 


he complete story 


Simultaneous Announcement 


0 
Cc 
ities 


would allow no prior or on-the-spot 
leaks, or distorted rumors, it turned 
to closed-circuit TV. In each city 
badges were required for entry to the 
telecast; all doors were guarded. 
Originating in New York City and 
presided over by Willard S. Sahloff, 
vice-president and general manager, 
the program went on for 45 minutes, 
during which the new policy was an- 
nounced. Then it went off the ai! 
for a half hour to give distributors 
time to discuss the change. When the 
telecast went on again, each of the 16 
THE GOTHAM New York BEVERLY WILSHIRE Beverly Hills, Calif. participating cities was called in, city 

THE STANHOPE NewYork * SARANAC INN Upper Saranac Lake, N. Y. by citv. by means of two-way audio, 
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inge with the panel 

he New York studio 

ch city was able to 
xchange. 

A 


closed - circuit 


by ind istry 


siness was d by G.E. on Feb 


1956, to ann 


nine lox a 


OOO saw 


cnoreog 
nescopes ot 
follow 
nal 250.000 
(ne 
] 


] 
CLOSE. 


mmediacy and 

hieved. When 

ts sales convention 

to-coast telecast, 

company 

watched 

ng demonst ns that were 
ide possible by large-screen close 

Leon Jolson, president, Necchi, 

vs “Necchi and Elna dealers and 

ibutors confirm our own feelings 

the closed-circuit telecast which 

’ wrote and produced brought 

the most successful sales con- 
vention we ever had. It paid off. 
Show had tremendous impact. They 
writing orders on the spot.” 
wonderful meth- 

get the ale message across 
nationally very fast. You can start 

do business immediately.” July 8, 
1956, Necchi sales convention again 
was held on closed-circuit. 

By means of this medium I. B. 
Kleinert Rubber Co. was able to take 
industry people on a televised guided 
tour through the notions department 
of the Northland branch, J. L. Hud- 
son Co., Detroit while they were 
seated at a breakfast table in the 
Grand Ballroom, Astor Hotel, New 
York City. Telecast, Feb. 5, 1957, 


focused on the story of Hudson’s 
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IT’S aaeeney 


is the place for your next convention! 


NOW—no tourist landing tax... 
another example of Jamaica's hospitality 


JAMAICA TOURIST BOARD 
NEW YORK OFFICE: 630 Fifth Ave., New York N.Y 
CHICAGO OFFICE ‘ Cr 

MIAMI OFFICE 

CANADIAN OFFICE: King Edward 

EXECUTIVE OFFICES: 78-80 Harbour St. 

(P.0. Box 284), Kingston, Jamaica 7, W.1 


NOW! 
INSTALLATION & DISMANTLING 


IN PHILADELPHIA 


A COMPLETE EXHIBITORS SERVICE 


* FOR PARTICULARS WRITE OR CALL ° 
grt Clay 


SHO-AIDS nc 277 S$. 59TH ST., PHILADELPHIA, PENNA. 


qc theleiy Me 
CleD 

~~ 

° CaiD 


LOUIS A. DE CECCO, V.P. SHERWOOD 8-2622 


s 


g of Kleinert seated comfortably, dining in the ball 

room, on a guided tour of WWJ-TV 

has always studios in Detroit and a live run 

to instruct and through of the station’s programs and 
putting punch talent. 

\t anothe 

rcuit tele 

Detroit Evening 

1 celebrated the 10th 

ts station, WWJ-TV, International Business Machines 

1 in the Sert Room, May 24, 1954, demonstrated dra 

to which it invited matically by means of closed-circuit 

and client adver ‘TV to more than 2,000 salesmen and 


Introduces "Brain" 


ts presentation, the press in its glant new electronic busi 


} 


0 people, who were ness brain direct from the IBM 


Fort Lauderdale’s only convention hotel 


GALT OCEAN MILE HOTEL 


Directly on the ocean, this 250-room completely air-conditioned 


luxury hotel provides convention facilities for the first time 
in this Gold Coast “‘Venice of America.” 

In addition to enjoying the pleasures of a 600-foot private 
beach, olympic swimming pool, par 3 golf course, and vast 
sunning patio, you have available the following rooms with 
their seating capacities: Imperial, 150 . . . Continental, 480 
Hunt, 200. . . Bimini, 204. 


For fully detailed information 
Contact Reginald G. Nefzger, 
President. Convention Dept. 
GALT OCEAN MILE HOTEL 
FORT LAUDERDALE, FLORIDA 


Poughkeepsie plant. ‘Telecast took 
IBM salesmen gathered at the Wal 
dort-Astoria through every pertinent 
detail. Engineers, followed by sales 
management, explained the machine 

a perfect way for a large group of 
salesmen to get up close for a clear 
picture of what they were to sell and 
how they were to sell it. A simul 
taneous kinescope recording on film 
added a low cost industrial film for 


subsequer t IBM use, 
Stockholders Meeting 


IBM also employed large-screen 
projection for an unusual stockhold 
ers meeting, April 30, 1957, in the 
Grand Ballroom, Hotel Commodore, 
New York City. That day IBM was 
announcing for stockholder approval 
an increase in the company’s author 
ized capital stock to permit an offe: 
ing of $200 million in additional 
shares, and a proposal for a two-Tor 
one split in the concern’s common 
shares to holders of record. The 1,200 
shareholders were treated to a half 
hour closed-circuit telecast from the 
Poughkeepsie plant. ‘The show was 
Hashed on a theater-size screen mount 


a votre service! 


Seldom can a group find a com- 


plete village at its disposal, 


with 
every service, every facility, 
every luxury available to bring 
about successiu!l meetings 
. 1ge is Mont 
where our 20 

with both 

rganizations 

Ss) assures Our 

yerienced staff to 

> all details, as well as the 
anally excellentaccommo- 
food which have 

> internationally 


Rates are surprisingly modest, 

rtunities for relax- 
with every 
on our 6000 


itian mountain 
quiry is invited. 


$0 miles 
north of Mont Tremblant, P.Q. 


Montreal Coneda 


Siegfried Faller, Jr., Sales Mgr. 
Telephone: St. Jovite 83 
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ed behind the lectern where “Vhomas 
J. Watson, Jr., president, had spoken 
earlier. “The audience watched with 
evident enjoyment, chuckling  fre- 
quently, as several IBM _ executives 
wittily explained the production and 
operation of giant and medium-size 
computers. Cameras peeked 
shoulders of technicians 
and testing mighty 


over 
assembling 
The 
telecast played an important part in 
entertaining and stock- 
holders, who approved both company 


machines. 
impressing 


proposals. 
An unusual and complicated tele 
artfully executed by Director 
of Programs Marc Daniels, TNT, 
was the dedication of the General 
Motors ‘Technical Center, Detroit. 
Fifteen thousand luncheon guests 
leaders in GM 
throughout U.S. and 
sat down in 61 cities on 
1956. for 


Cast, 


civic and industrial 
plant 

Canada 
May 16, a live, dramatic 
tour that would demonstrate the pul 


cities 


pose and scope of the new ‘Technical 
Center. integra- 
tion of live and filmed indoors and 
outdoor shots, complicated switching 
from city to city (including Wash- 
ington, where President 
spoke in 


Tele ast involved 


Eisenhower 
a live pickup) and use of 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


Sueraton-Guson 


Complete Convention Facilities 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 
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micro-wave relays to shoot around 


corners and into blocked areas in the 


exciting tour of the tremendous cen- 
ter. 


Comparative Costs 


Closed-circuit can be important 
from an economy point of view. ‘Two 
promotional campaigns of Sun Olil 
a good com- 
1954 the firm 
improved fuel, “‘New 
Blue Sunoco,” and followed through 


Co. gave the medium 
parative test. In 
launched an 


with an intensive sales an 
program for its dealers anc 
tors. Cost of program was $ 
and it took six weeks. 

A year later the company cam 
with gasoline, ‘““New Ad 
vanced Blue Sunoco.” This time the 
company decided to contact its deal 
ers and distributors via closed-circuit 
TV. Top TV stars gave the presen- 


anothe1 


tation an added impact and interest. 
officials of the 
spoke directly to every dealer and dis 


he 


Leading company 


tributor to explain advantages of t 
new gasoline and how to use promo 


you can house all your people together... 


hold all your exhibits on one floor...at the 


SHERATON-CADILLAC 


DETROIT'S LARGEST HOTEL 
Completely air-conditioned 


For a successful convention or sales meeting—hold it at the Sheraton-Cadillac! 


Gives you all the specialized equipment and services of Detroit’s biggest 


hotel—plus one-floor convenience for your exhibits. With all members 


housed at hand, group interest stays high— meetings pay off in sales results! 


® Grand Ballroom (Detroit’s largest hotel ballroom) seats 1,000 for 


meetings, 800 at banquets. 


@ 17 function rooms offer accommodations for 10 to 1,000 persons. 


* 
able on one floor, assuring a more 
convenient and impressive show. 
1,200 attractive guest rooms, 
all with radio and TY. 
4 fine restaurants, 3 bars 
for relaxation and entertaining. 
All guest, public, function rooms, 
exhibit areas fully air-conditioned. 


THE 


SHERATON-CADILLAC 


Mr. William Goldsberry, Sales Director 
Sheraton-Cadillac Hotel, Dept. A-9 
1114 Washington Boulevard, Detroit, Michigan 


Please send me your Convention Brochure 
with all details, 


Name 
Company 


Address 


HOTEL 


1114 Washington Boulevard, Detroit, Michigan *« Phone WOodward 1-8000 


Qt South's Supreme 
@ Hotel with a 
Personal Touch 


* Atlanta's largest Exhibition Hall—seating 
2500, located at ground level, no eleva- 
tors required and completely staffed and 
equipped. 

* Banquets—20 to 2000. 

* Twenty-seven (27) meeting rooms 
adjacent. 


* Five (5) restaurants in latest vogue. 
* Nation's finest floor of meeting rooms. 


* Fabulous Empire Room with dining, dancing 
and star entertainment. 


* Arcade Shops of latest decoration. 


*& Suites furnished in imported fabrics and 
collectors’ items. 

%* Summer Garden dining and dancing. Rain- 
bow mystic lighting surrounds you. Enter- 
tainment is the fastest 50 minutes in show 
business. 


A small City, within 


= , : itself, wi 
manufacturers — trade show gi s, literature and product kits, a 


hospitality flowering 
| product merchandising packages. 
railroads, bus lines, steamship lines — overnite travelers, 
charter groups, package tours, cruise passengers. 


agencies — group tours, cruises, package vacations, 
incentiv avel groups. 


resort hotels-motels — conventions, vacationers, preferred 


| guests, organizations. DISTINGUISHED 
banks — vacatior bs, new accounts, special promotions. 7 EETIN G PLACE $ 
| Pe 


natco bags are made in many standard styles and colors — or to 
n nylon and plastic. factory-to-you prices com- 
specification quality provide the answer to your 


try success-proven natco bags. 
> 


fior offer! 


4 products corporation 
7 =s ~1 8% ; 

e [Ant “was - ‘ ‘ ... with every modern 
~f ; ; , warwick, ; facility for a conference 
or a convention 


The Willard has been re- 
stored to its original splen- 
dor—and transformed into 
Washington’s finest meet- 
a 4 ing place. Spacious ball- 
rooms, eleven additional 


corse a AMANI MGENI UWANDA meeting rooms, expanded 


dining facilities — all air 
< Bh Bauch 4 conditioned (Cap. 20 to 
AUNONY 2g 1500). Write for complete 


convention information. 


First choice for really exclusive, effective sales 
meetings and conventions . luxury amid the 


natural wonders of Colorado's Estes Park. Women ; IE tia The 
love it! Private golf course, swimming pool, trout f 
lake, stables . all sports j ; a ; 1 K ] IL L A R D 
; . Facilities for 80 a\ J 
e © Ample meeting rooms - sia a YY WASHINGTON, D.C. 
© Low-cost American plan ia "rs aia 
® Rates on request 


® Ideal for family vacation me | Pp * 7 DENCE | ye PRESIDENTS 
“ AMANI MGENI UWANDA ma i : > 
520 N. Michigan Ave. @ Room 912 @ Chicago 11, Ill. on ee EAE Se ° Teletype WA 732 


i, i“ thai iin hia 
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seven othe big rooms ot the hotel TO 


members of the English Speaking * % % * * * 


? 


programmed, produced Union on Nov. 3, 1954, we have a 


by ‘IN’T, was shown commodated 15 overflow audiences THE POWER OF 
Cost: SLOO,000. Con carrying such additional VIPs as 

MN OT the | VIO P es dent | isenhower \dl i ofeven . N T if U £ | A S M 
125,000. Fran son, Mrs. Franklin D. Roosevelt, 

nt Queen Elizabeth, and many business IN SELLING 

executives 

Closed-circuit { verfl a powerful 16mm. sound motion picture 

has a ised most frequently by for motivating salesmen and dealers 

polit ¢ eade 

- a ee "s You can add dramat 


eral | lectric 


ree nes to ve ular film It 


to your next sale 


onventio Dy uv 


fact that the 
tween a top pr er and a 
Meetings Application average salesman 
based on sincere entt 
built on a solid fou 
knowledge the kind 


thusiasm that sets 


H ilpern 
fire 


ire . . fire and ommur 
there are man) to those with 
] ] eal 
losed-circuit Col dealing 
1 . 
cations, large mayor applic atior Immediate delivery of prints 


will continue to be for sales meeting SRNTEETS! OF PNtCn aye 


A growing, progressive economy nat Send for FREE film catalog 


irally demands 
DARTNELL HEADQUARTERS 
FOR SALES 


TRAINING FILMS 


ve means of 


4660 Ravenswood ¢ Chicago 40, Ill. 


Convention 
perfect 


SALES MEETING 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 


service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 


Write, wire or phone (Bedford 500 


Bedford Springs 
z Lidde chevtaas HOTEL 
Bedford, Pennsylvania 


- : ). Harris Knight, Sales Manager 
| have a question! Who had charge of the arrangements?" 
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e e your audience on the details of your 

Your Basic Meeting Prop subject. To be effective, your props 
must be unusual, attractive and create 

interest without losing sight of the 

objectives of your presentation or 

going beyond the bounds of good 

Special attachments for new, light-weight easels allow you — ‘ste: 
Why select the easel from the bag 

to develop variety of visual presentations for small group. full of visual aids available? Among 
the easel’s greatest advantages are low 

cost, presentation flexibility and com- 

plete portability. But an easel for 

your presentation must be weighed in 


BY GRANT FOLIN the light of both disadvantages and 


President, Arlington Aluminum Company aeen, 
Easel's Flexibility 


Will the presentation be = given 

once? Or, will it change continually 

Showmanship is ; mport: t i girls. We must rely on the show to meet changing situations? In both 
sales presentations as it is t > man’s props or tools for an effective cases, the easel’s flexibility answers 
barker’s . Front man ; presentation. The easel, with all its the problem. Complete, new visual 
tent show props to ; many adaptations, is a basic tool of material can be prepared quickly and 
selling showmanship. relatively inexpensively (particularly 

Showmanship focuses attention of true of chalkboard or paper pad pres- 


CHALKBOARD is the simplest but by no means the poorest adaptation of 
the easel. Advantages are simplicity and low cost. Disadvantage is the skill 
required to make a good chalkboard presentation. Chalkboard is first cousin to 
pad and crayon presentation. With practice even the novice can become skillful 
with the chalkboard—can use simple cartoons, stick figures. Varied color 


crayons or chalk serve to emphasize your points and pep up your presentation. 


FLANNEL OR FELTBOARD combines chalkboard’s flexibility and low 
cost of preparation with flip-chart’s step by step progression. Props for flannel- 
board are easy to prepare. To be effective this visual aid must be used with a 
script and full directions to the speaker. Magnet board is somewhat similar to 
the flannelboard. However, each prop is attached to the board with a magnet 
instead of by friction of flannel and sandpaper-backed artwork. Explain to 
your audience how the flannelboard works so members are not distracted by 


the seemingly miraculous manner in which exhibits stick to the board. 


FLIP-CHART OR CARD CHART presentation is effective for catching and 
holding vour audience's attention. Each sheet flipped over or card changed brings 
a new point to expound on and a new series of thoughts to the listener. Presenta- 
tion follows a logical series of events and keeps both speaker and audience con- 
tinually on common grounds. It offers control over the speaker. Each presenta- 
tion, no matter who the speaker, will accurately follow management's plan. 
Possible disadvantage of flip-chart or card presentations is cost. More complex 


versions need professional art assistance 
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HOLD YOUR 
CONVENTION 

NA FAMOUS 

MATSON 


—e a 


Famed luxury liners $.S. LURLINE and Matson—Hawaii’s Most Complete 


. Convention Facilities 
Dowde I ave selealing 
S.S. MATSONIA available on charter Four Great Hotels—the Heart of Waikiki: Royal Ha- 


or scheduled weekly sailings from San _ ~ waiian, Moana, Princess Kaiulani, SurfRider offer 1000 


Francisco or Los Angeles to Hawaii. '°°™s at wide range of rates. Superb food and service. 
New Waikiki Convention Hall seats 1000 in air- 


Complete facilities for entertainment, conditioned comfort... provides complete, modern con- 


ati nal ti S : vention facilities. 
SOCECSTCE SAS Ewa. Spec, Entertainment, planned to your specifications, includes 


air-conditioned, all First Class. a wide variety of post-meeting activities and special 


Unexcelled food and service. programs for wives. 
: ; ae F MAIL COUPON TODAY 
All-inclusive costs, competitive with @@8ssses assesses 05 am == =m 


. avigati ‘ SM 
any convention center, are less than Matson Navigation Company, Dept. © 
215 Market St. - San Francisco 5, Calif. 
$25 a day per person, for accommo- . 
; ; ; Please rush full details on Matson Ship Group Tours. 
dations, transportation, food and 


service. 
NAME 


TITLE 


go = COMPANY 


+ ty 6 7s oo a ) | : 
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AMERICA’S 


INFORMAL Charts and Graphs 
Charts and graphs aid visual pres 


alas -oS entations by bringing out hidden 
CAPITA L facts and relationships, They stimu 


late analytical thinking and inves 


tigations. 


When you prepare charts keep 
these basic objectives in mind 
Charts should: (1) be accurate rep 
resentations of facts, (2) be clear 
easily read and understood (your 
audience should be able to grasp 
the material on the chart at a 
glance), (3) be designed and con 
structed to hold attention, (4) have 
symbols, lettering or numbers large 
enough to be seen by all persons in 
the audience who have normal eye- 


sight. 


Card charts and, to some degree 
flip charts can be changed and new 
charts prepared to meet new pres- 


entation situations. 


AMERICA’S INFORMAL BUSINESS CAPITAL SPECIAL WINTER RATES 
this is the reputation earned by The Greenbrier Effective December 1, 1958 to 
February 28, 1959 

$23 PER DAY, PER PERSON, > 

SINGLE nt: ). By using cards, flip-charts 
$21 PER DAY, PER PERSON and fHannelboards with the easel, you 
wish for and more in modern group accommodatio P : 

ode Oup acct odations DOUBLE in change the presentation to meet 


through its many generations of serving the every need 
of the nation’s executives, business-wise as well as vaca- 


tion-wise. At The Greenbrier you'll find all you could 


for as many as 1,000. For example, the newly con- Rates Include: a spacious, lux : 
- lation. 


structed, air-conditioned West Wing features an audi- urious room, and The Green tt 1 I 
brier’s traditionz > m 5 I sentation ve 
torium with a 42 foot stage, the latest sound and pro- PLUS = — pte ages = "la 4 WI] 
ZOU course green fees _ : »Yer ) > 
> > n nal f aces! 1 
jection equipment, splendid banquet arrangements and (playable much of the winter) difterent plac I 
swimming in magnificent in showroom hoor, conterence room 
door pool—membership in the } l set ickly and 
sen ; S . - age, the easel sets up quickly anc 
Greenbrier provide unsurpassed sport facilities, extraor- Gil Wikia Cinb—-nd eration ig } i Pq 


dinary service, wonderful dining and luxurious comfort to ser 


ven 
her 


r 
a 
ot 
{ 


theatre with ¢ inemaScope screen. In addition, The 


Is down to a good portable pa *k- 


ge. Various accessories such as pads, 


YOURS FREE Zhe Greenbrier Convention Stor) halkboards, charts and flannelboard 
Send today for your copy of this beautifully illustrated. 32-pa¢ re also make a trim package. Sales man- 
nation on all the lities of The re yr : ‘ ager can give his presentation to re 
a ong ee ee a eee = ibe gional sales meetings, sales confer- 

see 
ios bs et ei aareee ng local conditions, however poor, 


RA 6-062 Washington, D.¢ es : 
t Building, RE 7-2642 A 4 with a good presentation. 


ences and local buyers meetings ; meet 


WHITE SULPHUR SPRINGS +- WEST VIRGINIA Good for Small Groups 

How big is your audience? 
is excellent for small groups 
value diminishes with large 
ences. Man farthest away in 
audience must be able to read 
comprehend the material you 
showing. 

What is vour budget? Easel and its 
many adaptations is an inexpens e 
visual aid. For all-around 


the easel Is 


presentation 
ENnOx wOTR MERATON KLEINHANS MUSIC WALL ; HOTEL STUTVESANT HOTEL WESTBR2OOK va n. 
TWO BLOCKS OF BANQUET AND CONVENTION FACILITIES FOR 12 TO 1200 PERSONS What ; ae ‘hlieie 
IN 5 TO 500 ROOMS WITH 90,000 SQ. FT. OF EXHIBIT SPACE. lat are the €asel S$ poOssiDilities : 
@ Mr cendtieart tates Easel may be used with chalkboard, 
WRITE FOR a : a screen television pad and cravon presentation flip : 
om Cc nn ontference rooms 
Director for Sales @ Free parking for 500 automobiles al or card 
ive- t t } 
© Srive-te eutennee Ser eatartots harts, diagrams, graphs or cartoons), 


245 ELMWOOD AVENUE “1 GRant 8035 kg BUFFALO. NEW YORK and Hannelboard (also called felt 


? 


(which may include 
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Check List for Easel Selection 


When you buy an easel consider these factors and how they fit your 
own presentation problems: 
EASE OF USE 
1. Ease of assembly. 
2. Portability. (Can the easel be folded? Does it have carrying handles 
or include zipper carrying case?) 
Stability. (Will it stand erect in all types of presentation circum- 
stances?) 
- Height adjustability. 
5. Pad clips. (Are there provisions for holding pads or charts flat 
while transporting easel?) 
. Storage box (for chalk, crayons, erasers and other graphic pres- 
entation materials?) 
. Quick change of props. (Change from pad to flannelboard, black- 


board to card chart or any combination done quickly and easily?) 


VERSATILITY (features either included with the regular easel 
or available as accessories). 
1. Chalkboard. 
. Clamp or holding bracket for paper pad presentations (should be 
proper size for pads you use). 
. Facilities for flip chart presentations. 
. Support for card chart presentations (may have height adjustability 
and provision for card storage after use). 
. Flannelboard. 


- Magnet board. 


5 
6 
7. Header lamp for presentation illumination. 
8 


. Materials, such as paper pads, crayons, chalk. 


CONSTRUCTION AND MAINTENANCE 


. Durable construction for long life. 
. Neat and attractive appearance. 
. Freedom from warpage. 

. Freedom from rust. 


. Net weight. 


Attraction.. 
but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 * 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing + Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1959 
TO 1964. 


for infermation write or call 
Howard F. Dugan, Inc. 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 
or 
Loretta E. Ziegler, Convention Manager 
* 
Cliferd R. Cillam, Ceneral Manager 


board or slapboard ). 

Combination of props makes a 
pleasant change of pace tor youl easel 
presentation. With a good flexible 
easel, it is quite possible to change 
quickly from card charts, to black- 
board and pad, and even to a flannel- 
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board presentation during a speech. 
Your mixing uses of your easel adds 
real dramatics to your presentation. 
One caution — don’t overdo it. Be 
sure this extra showmanship actually 
increases the power of your presenta- 


tion. @ 


StttttE 


PRODUCTION CREW supervises a scene being shot for a sales training motion picture. 


How to Pick a Motion Picture Producer 


Whether you need a big producer, small producer or make 
a film yourself depends on your objectives. There are six 


criteria you can use to help you to make the right choice. 


BY JACK RHEINSTROM 


Vice-President in Charge of Sales, Wilding Picture Productions, Inc. 


ctures made for the 

, such as time studies and prog 
or for analytical pur 
among company employes, call 
tor a minimum of production. 

h films are most economically han- 

by a company’s own photog- 
rapher or by a small independent film 
p oducer. 

But where actors, creative plan- 
ning, costumes, special Stage settings, 
location work and complex conti 
nuity are involved in a_ prospective 
film, * producer must be selected 
in terms of its ability to safeguard 
your investment. Such motion pi 
tures which will be viewed by cus- 
tomers, salesmen and_ the general 
public, must compete with television 
and Hollywood productions Tor at 


tention. They require a polish of per- 
fection which only a major protes- 
sional producer can provide. 

In setting up a yardstick to ald in 
selecting a producer, I feel the fol- 
lowing are important points to con- 
sider: financial condition, quality of 
product, range of services, personnel, 
facilities and experience. 

Here is a break-down of each of 


these factors: 


|. Financial condition: Is the pro- 
ducer financially able to deliver the 
product at the quoted price and qual- 
ity without subsidization? A re- 
liable answer to this question can 
best be assured through a review of 
the company’s credit rating over a 
number of years and under varying 
conditions and circumstances. 

One barometer to determine a pro- 
ducer’s financial status is by the size 
of the pre-production fee required. A 
fee of up to 5% of the estimated 
cost of the finished picture is not un- 
common. Any amount above that 
figure may mean the producer is 
working on short margin. Be careful, 
too, of any rule-of-thumb estimate 
for the cost-per-minute of an ‘‘aver- 
age’’ motion picture. There are so 
many variables involved that no pro- 
ducer, until some type of working 
script is agreed upon, can come up 
with a sound budget estimate. 
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lus miami Beach's | L}1CS st NOI MIAMI BEACH'S newest | 


Introducing... America’s Most Exciting A New Rooftop Rendezvou 
reached bya GLASS-WALLED ELEVATOR ( 


on the OUTSIDE of The Saxony ¥ 


gliding glamorously skyward 


your window-on-the-world 


A ROOM 


overlooking Miami Beach 
OVERLOOKING EVERYTHING 
AT THE HOTEL THAT 


cia ivory lower 


THE MOST UNCONVENTIONAL HOTEL 
IN MIAMI BEACH! 
The 


approach to the business of serving conventions 


\ sn 


» 
4 


y 


3 


‘ 


C 
2. 


in: 
' 
Wy 


Saxony definitely assumes an unconventional 


— 


. by which we mean also Sales Meetings, Seminars, 


Executive Sessions, Incentive-Plan Groups 


or any similar gathering. 


“ THE RIGHT 


DIMENSIONS 
FOR YOUR CONVENTIONS 


Saxony reopens this Fall, one thing you 
may be sure of: It will have “a corner in its heart” 
just for you ... for your Convention, Sales Meeting, 
Incentive Group or whatever affair you’re planning. 
Among all the new facilities 

being created, you’re sure to find 

-up that has just the right 

amount of elbow room for your 

party... be it 25 or 2500. You’re 

sure to find the whole 

rony Sales-Service Staff 

watching for the slightest crook 

of your finger. If there’s any- 

thing we can do for you right 

now . ideas, information, 

“ruestimates” . please dial me, 

collect, at JEfferson 8-6811. See 

you at The Saxony. 


In The Saxony’s philosophy, 
the member of any group booking differs no whit 
from the individual guest who pays top dollar at 
the top of the season. The group guest must 
the 


same celebrated cuisine, the same heartwarming 


enjoy the same lavish luxury, 
the 
hospitality that have made The Saxony the continuing 


When The same suave service, 


standard of comparison in Miami Beach. 


a set 


Now, 
The 


successful gatherings ... 


over and above its accustomed advantages 
Saxony provides unsurpassed new facilities for 

aiso 

Sa starting with 446 smart 


new rooms swathed in wall-to-wall luxury, backed by 


every modern comfort and convenience, every feature 


for sun and fun, enhanced by a fabulous 


collection of handsome meeting, eating, 
play and display rooms, to wit: 
HENRY G. PHILLIPS 


National Sales Manager The Ivory Tower, The Upper Echelon Club, The Grand 
The Petite Ballroom, The 
3ella Roma Lounge, The Ocean 
The Town Hall, and 


Ye Noshery! 


Ballroom, 
The 
Cardinal Room, 


Veranda Room, 
The 


Terrace, 


EXTRA SPECIAL SERVICES! 
The 


would expect, plus a few with our own special 


Saxony offers all the usual services you 
as famous as always... 
twist-of-the-wrist: Imprinted Announcement 
or Reservation-Blank Mailing Pieces; Im- 
printed Guest Stationery; Imprinted Welcome 
Booklets, and other helpful material... 
WITHOUT CHARGE! Special Menus, Pro- 
grams, Announcements, etc., designed and 
printed IN OUR OWN SHOP at actual cost! 
Decoration, Display Work, Signs, Publicity, 
Photography arranged at cost; ditto Enter- 
tainment, Music, Sightseeing and many other 
assignments where our experience and energy 
can help you. 


Naturally, 
item of helpfulness: 
P.A. Systems, 


Rostrums, 


you will have at hand every necessary 
Exhibit Space, 
Slide 


Registration Set-ups; 


Sound or Projection, Boards, 
and Water 


. anything 


Power 
Lines, Easy Loading and Unloading. . 
needed to help things run smoothly 


plus an experienced member of our Staff detailed 


Miami Beach: 


JE 8-6811 
New York: 
YU 6-9450 
Chicago: 
DE 7-0072 


SEPTEMBER 


ke 


GEORGE D. SAX, President 
ROBERT “Robbie” ROBINSON 


Executive Vice President 


AVONV 


1958 


to stay with your affair from start to finish. 

If you are thinking of Miami Beach for your next 
gathering, write, wire or phone for 

Information That Will Give You Inspiration! 
PS. 


. you 


— If you’re not thinking about Miami Beach 
should! 


The Most Exciting Block Front ON THE OCEAN at 32nd St. 


2. Product: |) the produce 


sistently t t ition pictures of 


con- 


nsistently”’ is the 


Nearly iny produce1 


t 


high qu 
key wi 
can s] esses OVE! 
the wise in- 
a great deal 
mine how it 
competing prod- 


onsistent basis. 


3. Range of services: Does the pro- 


offer a complete 


‘communica 


tions for business” program involving 
a number of media and carrying each 
job all the way through, from initial 
final 
investment Is 


research to the follow-up, to 
make sure the really 
paying off? Motion pictures are just 
one phase of visual communications. 
Others include live stage shows, slide- 
films and television commercials, any 
actually be a better 
particular job at 


one of which may 
medium for the 
hand. Or 
a combination of 


scope of message may de 


mand 


SALES MEETING CENTER OF 
SAN FRANCISCO BAY AREA! 


=N\ 
>= 
= 
=> 
=, 


6 GOOD REASONS WHY YOU WILL GET MORE 
FROM YOUR MEETING AT THE HOTEL CLAREMONT: 


any other 
Bay Area— 
200 ex- 


More public 
hotel in San 
23,326 square feet 
hibits easily 


space than 
Francisco 
handles 


More free space—room for 


1,000 cars. 


parking 


More true luxury—300 rooms, and 
suites with fresh flowers daily from 22 
acres of lovely gardens surrounding 
the Bay Area's finest resort hotel. 


4. More fun dancing to name bands in 
the great Garden Room, and enjoying 
the magnificent food you'll relish at 
the Claremont. 


More business value—no traffic noise, 
no drifting away. 


More prestige—the Wall Street Jour- 
nal yearly carries the names of more 
than 100 top level U.S. business or- 
ganizations holding meetings at the 
Claremont. 


Hote. (-laromont 


Berkeley-Oakiand, Calif. 


Reasonable rates on request 


THornwall 3-3720 


Murray Lehr, Managing Director 
Teletype OA 520 
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these n edia. 


Slide Film Better 


I can think of several instances 
where a sponsor came to us wanting 
to make a motion picture but, because 
of objectives and potential audience, 
a slidefilm 
effective a job and at less expense 


motion pi 


presentation did just as 
the client than a 
lhen, 
times does not tell the full story. It 
several com- 


too, a motion picture some- 


merely one ot 


tools to tell a 


conjunction with wide- 


Stage talent 


may be 
munications message 
when used in 
screen slide-tilms, live 
and executive speeches at a sales con 
vention or new product announce- 
ment meeting. 

One more phase should be empha- 
IS follow up. By this 


sized and that 
I mean such printed matter as point- 
of-sale posters, brochures and leader’s 
guides, as well as a periodic examina- 
tion of a program’s progress in order 
to determine actual results of the pro- 


gram. 


4. Personnel: Does the 
tain a full-time staft of w 

and 1 

much of the work? Com 


directors technicians, or does it 


‘tarm out 


"NOW—ONLY ONE HOUR 
FROM NEW YORK CITY 


and ‘most anywhere in New 
Jersey (not much more from 
Philadelphia!). One of Amer- 
ica’s most magnificent re- 
sort hotels offers perfect 
setting for 


ie 


BER 


For an ex4 
ecutive session 
of 6, or full-scale 
convention of 600, % 
you'll find the type of set- 
up and service you require, 
and a staff with years of know- 
how. Pool, Restaurants, Dancing, 
Entertainment. All sports facili- 
ties. Fireproof. 400 outside rooms. 
OPEN ALL YEAR. 


v.Y.WOrth 2-4018 
, elsewhere, call Asbury Park: 


ce _ PROSPECT 5-5000. 


Bras: 
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es ee lient’s t Not ] t | the stabjlity 
panies that depend upon hiring free: currents in a client's plant. ot all to know the stability of 


of a producer’s facilities are required select. Another indication o 
for every job, of course. But when ence is the number of busine 
they are needed they're important to awards the producer has woi 


produce an effective motion picture. superior performance, 


lance talent for each new production 
usually are at the mercy of the exist- 
ing market, both in regard to talent 
and fees. In our experience, we have 
found that the development of writ- 
ing specialists and camera ‘‘teams”’ is 6. Experience: Can the produce Define Aims 
the most effective method of insuring refer prospective clients to companies 

consistent quality. for whom the producer has worked 


recently and to repeat clients fo ‘To choose a motion pict 
*Ieae ‘ Le ce +} lefine the ' 
5. Facilities: Does the product whom the producer has worked fo lucer, first define the aims of 


ompany maintain its own facilitie a period of years? In an industry in ture. Second, determine ability of the 


the pic- 
sound stages, laboratories, camera which anybody with a camera can call prospective producer to meet those 
equipment or must it take what himself a producer, it is important aims. 
the market has to offer in rental fa 
cilities ? Necessity to rent Stage space 
xpensive but make- 
iat limit scene possi 
‘rating equipment ’ . oon 
 procesing film East or West...there’s a Canadian Pacific Hotel 
inability to achieve certain . 
saa nas a aedlen ae for your Convention 
the finished film. 
LAKESIDE INN, Yarmouth, Nova Scotia. Quaint, snug, English-style inn, just right 
for small conventions. Accommodates 120. Inn and cottages. For fun: golf, ten- 


Mobile Generator Trucks ~weaer 
nis, fishing, swimming, shuffleboard. June to September. 


n-plant shoot equired DIGBY PINES, Digby, Nova Scotia—unique fishing-town inn. 189 rooms, 31 cot 
-in-plant shooting Is require¢ 


«to z cali enttaitte tages, all convention facilities. For after-meeting hours: golf, fresh-water and 
ODII¢ a *( | ; genera- , 2 2 

k . : light deep-sea fishing, tennis, swimming Supe rb seafood menus. June to S« ptember 
s err i . i « 4 in is . a 

nterference ith regular CORNWALLIS INN, Kentville, Nova Scotia. Set in the peaceful orchards of the 


rolling 8-mile-long Annapolis Valley. Facilities for 150, ideal for small gather- 
ings. Picturesque fishing villages, seacoast, golf nearby. Open all year. 

THE ALGONQUIN, St. Andrews-by-the-Sea, N. B. Wonderful Old English atmos- 
phere, fine food and service. Accommodates 350. For after-meeting hours: golf, 
swimming, tennis, fishing, shuffleboard, sailing. Open June to September 


CHATEAU FRONTENAC, Our bec. Commands a view of the mighty St. Lawrence 


quaint Quebec. 723 rooms, meeting and exhibition halls, private dining roon 
sound projectors. For relaxation: snow sports, golf, sight-seeing, dancing. Oper 


ali year 


ROYAL YORK, Toronto, Ontario. Largest hotel in the Commonwealth. Scheduled 


1 


for completion in 1958, 17-story air-conditioned wing will bring room total t 


1600, seating capacity 15,000, dining 10,000. Every facility: sound projectors, 


banquet hall, ballrooms, cafes, cocktail lounges. Year-round. 
| 


ack 
In Your “Sales” 


The tremendous popular appeal 
of meeting in "old world 
Nassau", now coupled with the 
famous British Colonial hotel 
will stir up a breeze in your 
sales force BANFF SPRINGS, Banff, Alberta. Baronial retreat mile-high in the Canadian 
May | send you group informa Rockies. 600 rooms, every convention facility. For fun: swimming, shuffleboard, 
tion and rates? riding, golf, dancing. June to September. 
CHATEAU LAKE LOUISE, Lake Louise, Alberta. Surrounded by snow-capped 
DAVE RANDALL crystal lakes, sunny mountain trails. 400 rooms, excellent meeting facilities 
P. O. Box 4037 — Fort Lauderdale, Fia. 
or call collect JA 3-7303 


pes 


relaxation: all Alpine sports, swimming, dancing. Open June to September. 


THE EMPRESS, Victoria, Vancouver Island. An island paradise that’s Canada’s Rose 


Garden. 570 rooms, comfortable dining and meeting quarters, luxurious sur- 


. 
The G | l| j lotels roundings with every facility for large or small groups. Resort fun: swimming, 


golf, riding, fishing. Mild climate. Open all year. 
FORT LAUDERDALE, FLORIDA FOR COMPLETE DETAILS OF THESE FINE CONVENTION SITES, CONTACT: 


NASSAU, BAHAMAS CONVENTION TRAFFIC DEPT., CANADIAN PACIFIC RAILWAY CO., WINDSOR STATION, MONTREAL. 
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CARTOON SLIDEFILM, 


luggage passengers 


carry 


“Please Tag That 
aboard. 


Bag," 


Here passenger 


importance of tagging 
his 


emphasizes 


forgets untagged 


camera. 


PICTURE poster showing improper way to 
load bags can be understood by all. 


Pan Ams Visuals to Lick Baggage Bungling 


Training program developed to improve handling of bags 


by crews around the world. Many speak no English; some 


are illiterate. Visuals have to train them all in procedures. 


ic 


( olleg 


Progra 


An 


em y 


t 
t 


idaptable to 


| 


1 Inst? 


ctions 


might 


em 
Car 


aae 


vet be 
| 
i 


training 
involved 
problems 
difterent 
re gradu 
n would 
loves all 
hose who 
1g course 
rules of 
flexible 
On al con 
for New 
not be 
yloyes at 
acas. 


program 


New 


write! 


York 


was 


Tr: ‘ilms, Inc., 
City. A TFI research 
assigned to Pan Am’s home office and 
dlewild Airport study 
eports, directives and regulations and 


to discuss problems with the people 


terminal to 


responsible for handling passenger 


ba 


page. 

ield research took the TFI man 
tour of Pan Am’s Latin Amer 
an division with stops at Boston, 
Miami, Ciudad Trujillo, 


Port-Au 
Prince and San Juan. Researcher, 


I 


on a 


member of 

home office, also 
Amsterdam, Dussel 
dorf, Frankfurt, Rome, Paris, Barce 
Lisbon. Local problems, 
performances 


posing as a 
Pan American’s 
visited London, 


passenger OTF 


lona and 
gripes and on-the-spot 
of baggage handlers were studied and 


analyzed. 
Research findings showed that most 
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baggage mishandling was caused by 


y 
of the rules o1 carelessness 


Bad _ habits, 


pressure 


enor: e 
them out. 
during the 


rush of vetting aircraft off the ground, 


In carrying 
developed and 
iad become standard operating pro 


ire even when there Was no ul 


American and TFI decided on 


teaching the basic 


Pan 


a training 
procedures and methods of handling 


course 


aggage with special emphasis on 


die rating the right methods. 
Problems would be assigned to give 
employes practice in the new meth- 
ods. In portance of good baggage sery 
e in Maintaining passenge1 goodwill 
lin building repeat business would 
> the 
As soon 
made Pan Am sent a prospectus to all 
the 


Local managers would con- 


unitying theme. 


tentative plans were 


as 


employes to line up support for 
am. 


the 


9 
t courses at each station. 
Separate course was developed tor 
four different departments—each in- 
of baggage han- 
‘To introduce the program to 


volved in some aspect 
dling. 
station, trafhc and service managers, 
and to enlist their help in launching 
it, a 15-minute motion picture “Keep 
That Station,” was prepared. Pro- 
gram was kicked off this month at a 
two-hour regional manager meeting. 
Film explained the seriousness of the 
baggage handling problem in terms of 
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You—if a sales meeting or convention is one of your headaches. 


The San Juan Intercontinental. 


Sunny Puerto Rico, close enough to save time, distant enough to 
be “different.” No passports, inoculations, visas or customs declaration 
needed. Money and postal service same as U.S. 
Unbeatable combination— superb convention facilities (banquet rooms 
accommodate up to 1500; air-conditioned guest rooms and suites) plus 
everything it takes to have a good time (restaurants, bars, pool, 
cabana club and casino plus the smoothest, whitest private beach 
on the entire island)! 
Phone your travel agent or IHC (in New York—STillwell 6-5858, 
in Miami—FRanklin 1-6661). 
The San Juan Intercontinental is just one of 15 
modern Intercontinental Hotels in 11 friendly foreign lands. 


_——— All are supervised to American standards. 


_— 


The World’s Largest Group Of International Hotels 
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U. S. BUSINESS 
DISCOVERS GREAT NEW CONVENTION SITE... 


Convention halls free .. . official co-operation guaranteed! 


It will cost less than you think to give your company 
the prestige (and pleasure!) of holding its next meeting 
in France! Ask any of the big companies listed at the bottom 
of the page. They've all chosen France as a convention site, 
a sales-incentive goal, or an employee-vacation headquarters 


France is only an overnight trip by air—a “long weekend” 
by sea. Steamship lines offer one free passage for every 20 
ersons in a group; airlines will carry one in 15 free. Or, you 


can charter a plane and 


save up 10 
your convention hall is free. You get 
and V.I.P 


treatment from local officials! Plus French cuisine and nightlife! 


Once in France, 
special group rates in hotels.and restaurants . 


Let Yves Kob, Director of the French Government 
Tourist Office’s new Department of Sales Programs and 
Conventions, work with you and your travel agent to set up 
the most exciting convention your company has ever had 


your convention in France! 


}All these companies have chosen France: FEDDER AMANA 

PRCA « ELECTROLUX « PHILCO - GENERAL ELECTRIC « SYLVANIA ELECTRIC 

AMERICAN TELEPHONE & TELEGI UNION CARBIDI 

MOBILOIL - STANLEY HOME PRODUCTS - CONNECTICUT LIGHT & POWEI 
AETNA INSURANCE + PARKER PEN 


FRENCH GOVERNMENT TOURIST OFFICE - 610 FIFTH AVENUE . NEW YORK 21, N.Y. 


THE INCENTIVE DISCOVERY OF A LIFETIME... 


EASTERN’S \ HAPPY: HOLIDAYS’ 


SOCONY 


7” 


FREE luxury vacations in the world’s most 


Holidays incentive program to meet 


famous resorts... 


The surest way to get that extra effort 
and those extra sales is to award the 
Vacation Discovery of a Lifetime 
Eastern’s Happy Holidays! Eastern’s 
Happy Holidays gives you a complete 
range of resorts to choose from at 
prices tailor-made to fit any incentive 
budget! 

What’s more, Eastern’s incentive 
experts will help you plan a Happy 


your specific needs. In addition, 
Eastern makes available special 
power-packed promotion material to 
get your program off to a flying start! 

Eastern’s Happy Holidays incentive 
program pays for itself! The chance 
to win a free vacation inspires enthu- 
siasm all along the line—and that 
builds greater sales for you. So offer 
your sales force a goal really worth 
shooting for...offer Eastern Air Lines 
Happy Holidays! 


Find out how Eastern’s Happy Holidays can pay off for you. For free booklet 
containing complete information, write: Incentive Sales Department, Eastern Air 
Lines, 10 Rockefeller Plaza, New York 20, N.Y. 


EASTERN. 


AIR 
INES 


30 YEARS OF DEPENDABLE AIR TRANSPORTATION 
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what it means to the managers them- 
selves and explained, the elements of 
the program. Instructions on how to 
set up the program at their individual 
stations were included in the film. 

Each manager received a take-home 
booklet—derived from the film—as a 
training guide. Booklet also contained 
instructions on checking employee 
progress and evaluating improvement 

fter the training course. 

Passenger Traffic Department per- 
sonnel will attend six training  ses- 
sions. Subjects to be covered include 
the correct weighing-in and manifest- 

o of baggage; need for care, accu- 
and completeness in handling pa- 
‘rs relating to baggage ; correct phys- 
il handling of baggage—and impor 
tance of building passenger goodwill 
} 


vobiems “FOR FIELDS VALUES ACROSS THE NATION 


Instructors are issued a detailed 
guidebook, individual trainees’ work- 
books with facsimiles of forms, tags 
id tickets—plus homework problems 
be assigned to the students. Audio Hotels offer both with 25 hotels in 20 cities; new and interesting locations 

suals include a silent filmstrip fea- 
turing the different tags, forms and 
ti kets to be disc ussed and a record. In the NORTHEAST there are 3 fine Fields Hotels facilities; in the EAST, 

3 modern Hotels with every convenience; on the WEST COAST, 2 attrac- 


Record dramatizes 12 different prob- 
ells how thev were solved. Class dis tive locations and unusually fine facilities; in the MIDWEST a choice of 


Successful functions depend on good direction . . . good direction in 
choosing location . . . good direction once you’ve arrived on the scene. Fields 


that can add immeasurably to the success of your function. 


1 


‘ms drawn from Pan Am files and 


ssion follows on how students would 14 distinctive hotels—and 3 Fields Hotels to serve you in the resort climate 
indle same problems locally. of the deep SOUTH. All meeting facilities are air-conditioned, guestrooms 
Fleet service personnel who actual 


1 are modern and cheerful, food and beverage is unmatched. 


ly load and unload the baggage attend 
2 

separate sessions, »eCcause ome . ys ° : 

, i ae 2 Ni "p Once you decide on a Fields location, our staff will help you set up your 
these rainees are illiterate an 
\m uses a picture book without words program, plan your banquets and luncheons — the 1001 details of your 
ititled ‘“‘Baggage Happy” for a affair will be organized and executed to make your job easier and your 

2p , , | 2 - > . _ ~ . 
iinee workbook Book 1S supple function a success. Costs are closely figured and above all promises once 
nented by a silent filmstrip pointing 

the correct and incorrect methods 
loading carts and handling bag- you book—look carefully at the values only Fields Hotels can give you 


made are never broken when you book into a Fields Hotel. So look before 


ige. Silent filn strip works out well across the nation 
trainees don’t speak English. 


} 


howing what can hap FOR INFORMATION ABOUT ANY OF 25 FIELDS HOTELS 


MAIL COUPON, OR TELEPHONE PE 6-3400 OR TELETYPE NY 1-3202. 


I irge posters s 
I 
to improperly loaded baggage 


e displayed in work areas. NEW ENGLAND DIVISION: 


. . : . ie > 
rrect handling oT <« abin baggage The Bancroft, Worcester, Mass. ; a 7 A 

‘ : 1 al a ot The Commander, Cambridge, Mass 4 Y / - 2 Af 
gag arried aboard the pl ine by The Beaconsfield, Brookline, Moss (< V7 Z ) (< (fy 4 ) 


IS discussed in a sound ATLANTIC DIVISION: 

fl ight service The Governor Clinton, New York ACROSS THE NATION 

° That Bago” The Buckingham, New York Executive Offices: Hotel Governor Clinton, N. Y. 1, N. Y. 
L ~ ae The Algonquin, Cumberland, Md VICTOR J. GILES, DIRECTOR OF SALES 

eaches flight personnel the correct The Biscayne Terrace, Miami JACK SYRETT, SALES PROMOTION MANAGER 

. . . The Biscayne Plaza, Miami 

procedures to follow in tagging bags. The Holiday Inn, Birmingham, Ala. 

Flight personnel will attend two-day 
training sessions. 


designed 


Tor 
personnel. “Please Ta 


MIDWEST DIVISION: 
. i so . , The Coronado, St. Louis, Mo 
Pan American officials believe it The Pfister, Milwaukee, Wis.. 
si The Elms, Excelsior Springs, Mo 
> take Six — to a year to reach ‘he Gain, Sneuiiee teens. te 
ill ot its emploves at 160 iffere The Evans, Columbus, Nebraska 
. f diffe re nt The Lincoln, Lincoln, Nebraska 
iirports throughout the world. Savs The Capital, Lincoln, Nebraska 
; . : ’ The Madison, Norfolk, Nebrask 
I - Louis Goodman, of Pan Am’s icin aan 
Sales & Service ‘Training Ye The Lincoln, Scottsbluff, Nebraska 
eR i . ee = De Pt., The Clinton, Clinton, lowa 
}aggage handling is probably the The Lafayette, Clinton, lowa 
number one problem of all major air- The Chiohiein, Comast Giutle, lowe 


“aie The Talicorn, Marshalitown, lowe 
lines. Our training program should — 

5 ~ TERN DIVI : 
enable us to upgrade our e re. 
enal pgrac ) ir entire serv The ' . Cal. 
ice in regard to baggage.” @ The Green, Pesedena, Cal. 


Director of Sales, 

FIELDS HOTELS, 

HOTEL GOVERNOR CLINTON, 

371 7th Avenue, New York 1, N. Y. 


Please send me your Function Folder on the 


NAME____ 
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CITY 
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U.S.A. PAVILION AT NIGHT. Unquestionably most beautiful building at the fair. It was open longer hours than all the rest 


Success In Spite of Poor Exhibits 


Uncle Sam hasn't learned to use industrial display design 

talent, and so no message gets through to Europeans at BY ROBERT LETWIN 
Brussels Fair. Circarama movie saves the day. Without it, Editor 

voting machines, and a few other items we'd be a flop. 


Iwo minutes later, you a1 hibit effort at this vast world’s fai 
rtain that it is a flop. ompletely certain of its merit. Euro 


11 1 
walks away from our ex peans are puzzled as well as Ameri 


MECHANICAL HANDS were one of biggest attractions U.S.A. had. VOTING BOOTHS were most interesting to Europeans 


' 
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cans as to what Uncle Sam is trying 
to tell them. ‘They have no unce1 


tainties when they visit the Russian, 
Canadian, Czechoslovakian, Finnish, 
Israeli, British and dozens of other 
exhibits. Just about every nation had 
a theme that could be communicated 
to the visitor. Not Uncle Sam. 


Didn't Flop 


United States did not flop at this 
ir. We can be proud. What should 
irk us—those of us who know some- 
thing about exhibit techniques is 
that Uncle Sam doesn’t use his re 


ta 


sources when he exhibits. 

Our eftort at Brussels is not the 
work of professional exhibit planners 
from the business community. It has A 
the hallmark of governmental exhibit 
arrangers people long on logistics 
but short on any knowledge of ex 
hibit impact. When they succeed it ; 

ieee he a ed | ture fuselages of Soviet 

is a fluke. Generally, their successes . ted 
+ transports. Russians trie 

are in non-exhibiting elements. 2 . 
overwhelm visitors with 

Hit of our effort at Brussels was 
Circarama, a 17-minute motion pi 
ture that uses 11 projectors to show 
movies around the circumference of a 

rcular theater. Effect is like stand 
ng in the crow’s nest of a ship and 
looking around in all directions to 
see the entire panorama unbroken in FRENCH pavilion had 


RUSSIAN pavilion was huge 
(bigger than ours), Exhibits 


n foreground featured minia- 


jet 
to 


in- 


dustrial might, and they did. 


a 


any direction. maze of ramps and stairways 
Our long suit at the fair—in addi —tiring to look at as well 
tion to Circarama (acknowledged big as traverse. Exhibits were 


gest attraction was personnel. Our 
exhibit personnel, college students 
who acted as guides at the U.S.A. 
pavilion charmed everyone. All of 
them spoke French and many of the 
185 spoke several additional lan 


too jumbled and distracting. 


¢ BRITISH industry used more 
I heir courtesy, tact and knowledge space than government. It 
of American aims at Brussels helped had separate building which 


to make up for the lack of exhibit im 


was overcrowded with hand- 


pact. They worked hard and long. some but jammed-together 


Not one of them had to be dismissed 
for any reason. ‘They knew they rep- 
resented all of America and they cai 


ried their responsibilities nobly. Vv 


Query Europeans 


To determine how we fared at the 
fair, you have to talk to Europeans. 
It is they to whom all exhibitors ap- 
pealed. Consensus on our effort is 
this: 

1. Beauty: U.S.A. offered the most 
handsome building on the fairgrounds. 
Willow trees rising within the build- 
ing blended beautifully with the ceil- 
ing of draped netting. 

2. Message: Nobody knew what 
we were “talking” about at the fair. 
Whether he be an Irishman, French- 
man, German, Belgian or Dutchman, 


exhibits. Government pavilion 


was small but well designed. 


oe 


CZECHOSLOVAKIAN exhibits were most artistic. 


1 no message trom oul! 
None could “play back” 
mpression asked to 
however, 


when 
None, 
lificulty in reacting verbally 
e Russian effort. 
3. Effect: We “take- 
1ome”’ feeling. While European visi 
yrs exhibit 


pression in 


s reactions. 


scored on 


» our couldn’t 
they did 
th a good feeling about u 

effort to be 
as contrasted with 


express 


W ords, 


recognized ou 
ymmercial’ 
handed propaganda of 
exhibit. ‘They appre 
reedom, lightness and 
offerings. While we didn’ 
them, we didn’t 


endly comf 


WATER WHEELS in U.S.A. pavilion—just 


the oute 


*st roon 


and airy atn osphere. 


Easy to Criticize 


to pick ie 
in Brussels. ‘This seems to be 
Americans 
ropeans. Both the 
Czechs and British beat our pants off 
in effective rear-projection loop films 


tavorite time of 


here, but not 


to depict aspects ot people, indust y 
ir effort is 
We aimed 
For the well-educated, ar- 


inded and 


sopnistication. 


knowledgeable, 


igh order of beauty. 


1 1 
Daicony, tree 


I 
} 


presented n 


him: abstract 


yrehensible 
notion pictures, 


Highest 


order 


manship and artistry was see! 


Czech 


building. Visitors inva 


spoke glowingly of this pavilio 


t contained the type of exhibits tl 


1 


ombined natural beauty with 


tion. You could understand then 


+ 


Netherlands 


ot-watel! theme. 


with its 


Y ou leave 


S( ored 


hibit with 


o take land 


nto producing 


FAMOUS LAST WORDS (No. 5) 


" THERE'S PLENTY OF TIME 
BEFORE THE SHOW ” 


a 


Trade Show dates have a way of sneaking up on you 


Many last minute “scrambles” could be avoided by 
arly contact with your exhibit builder—the sooner 
ou secure his counsel the better service he can provide. 

But planning exhibits in advance, though desirable, 
is not always possible. 

Marketing factors, new product developments and 
other reasons for last minute decisions, may delay 
production until shortly before show time. Under these 
conditions, you need the services of an exhibit builder 
who can work efficiently under pressure and even do 


DID YOU KNOW... that GRS&W has 50,000 sq 


the “near” impossible, when necessary. 

GRS&W is such an exhibit builder. 

Our stock in trade is the ability to grasp any new 
exhibit problem quickly—and come up with an answer 
that is imaginative, appropriate, realistic, effective! So 
if you find yourself in a “tight” situation, call us. 
We’ve never missed a show date! 

Our services are complete—from original planning 
through designing, building, installing, removing, stor- 
ing and re-shipping of your display properties, 


. ft. of modern manufacturing facilities and 65,000 


sq. ft. of clean, dry heated fireproof storage area. 


SRS & WwW 


exhibits and 
displays 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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MEMO 


Sales Executive 


* business or pleasure travel brings you to 
Southwest next month, plan to stop in Dallas to 


famous State Fair of Texas and learn 
America's largest annual exposition. 


thing 
10 { 
showcase starring "The Music Man," 
vapades and many of the entertainment world's 
personalities -- America's top college football 
with SMU vs. Notre Dame, Texas vs. Okla- 
SMU vs. Rice on three successive weekends. 


hings to many people more th 
of the nation's 
throughout the 
products 


STATE FAIR OF TEXAS 
OCTOBER 4-19, 1958 - DALLAS 


insure the success of your incéntive 
program ... with Happiness Journeys 


travel “know-how” 


Our experts will plan your entire incentive pro- 
gram from the selection of a theme to the awards 
to winners ... arrange trips to anywhere in the 
world. Merchandise prizes through our associate, 
John Plain & Company. 


Write for free brochure Incentive Division 
of the best values in Happiness Travel Service 
incentive travel. 6 East Monroe St. + Chicago 3, 111. 


about rules. Russia wants to impress 
the world with its new industrial 
might, and it did with its exhibits 
(more square feet of them than we 
had). 


Russia Has Own Aims 


Aim of the fair was to present each 
nation’s cultural and scientific ac 
complishments toward a better world 
in which to live. Russia would have 
none of this culture business — or as 
little as possible. It rolled out its 
biggest tractors and farm implements. 
It displayed automobiles, vast ma 
chines. It was clear that Russia wants 
the world to know its industry is 
huge. 

Exhibitwise, Russians have no flai: 
for beauty—know nothing of exhibit 
techniques. Straight lines and ponde: 
ous frames predominated. Huge stat 
ues in a vast, oblong building gave an 
impression of heroic power. Sputnik 
was its most popular item on display 
and all of its giveaway literature cen 
tered around the Russian accomplish 
ments in outer space. 

Literature, incidentally, was no 
where as profuse as in the Russian 
building. While the Reds ignored 
English on signs and placards through 
out their pavilion, their pamphlets 
didn’t. 

Great Britain had a small pavilion. 
Contrasting the U.S.A. and Russian 
buildings, it was dark. It gave the 
impression of a cathedral. Its Hall 
of Tradition was effective with its 
darkened spires, blue and red lights. 

From the church-like atmosphere, 
visitors at the British pavilion en 
tered into a hall to depict current 
progress with atomic power and ai 
might. Here British display crafts 
manship shined. Animated exhibits 
explained scientific developments with 
ingenuity. Only detracting element 
was crowding. Only visitors neat 
the wall-lined exhibits could see. The 
rest pushed and shoved for a vantage 
point. 

Most of the space on the fair 
grounds given over to the British was 
used for a British Industries pavilion. 
This was a large industrial show with 
handsome exhibits. These were marred 
by being jammed close together. (An 
effort obviously designed to get as 
much space paid for as possible.) It 
was almost impossible to take pictures 
in this pavilion because everything 
was jammed too tightly. 

Jammed exhibits was a disease 
caught by the French, too. French 
pavilion had many effective exhibits 
lost in a morass of conflicting designs 
and space elements. Best description, 
by a European: “It’s a jumbled de- 
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Uncle Sam's Star 


Circarama captured the crowd 
at the fairgrounds in Brussels. 


Well it should for it presented 
a totally new technique in motion- 
picture making. It uses a 360- 
degree motion picture screen and 
1l-projector system developed by 
the Walt Disney Studios, Holly- 


wood. 


Projectors use loop film and are 
synchronized to show objects from 
each in the same focus, from the 
same point, but with each covering 
a different 11% of an arc. 


All in color, film takes visitors 
on a swift tour from New York 
harbor to San Francisco. As a 
viewer, you are transported as in 
a glass bubble through the breath- 
taking sights of Grand Canyon, 
Hoover Dam, Times Square and 


San Francisco's Chinatown. 


You stand to see Circarama. 
You never realize you are stand- 
ing—even after a half-hour wait 
to get into the theater—so en- 
thralled do you become with the 
film. 


partment store.” 
Most exhibits were in good taste: 


+} 


herwise. [Tunisian exhibit 


was simply a bazaar with stall after 


some Oo 


stall of souvenirs for sale. 

In our exhibit we sold little: a 
souvenir book mailed free), periodi 
cals, books, some small art objects, 
stamps. Russians, on the other hand, 
counters jammed 
with foodstuffs, toys, clothing 


kets and souvenll 


offered dozens of 


From ; li ay perspective, most 
effective exhibits included dramati 
lighting with a predominance of long, 
Unre 


gave impact impos 


smooth curves in the design. 
stricted heights 
sible in Ameri 

As recounted in many places, most 
effective U.S.A. exhibits were: Circa 


rama, operation of 


an f1 ade show S. 


mechanical hands 
as developed to handle atomically 
“hot” isotopes, IBM Ramac that 
could provide the history for any date 
in any of 10 languages, voting ma- 
chines. (Note: none of these attra 
tions had any 

play ter hnique. ) 


ippeal because of dis 


Fair at night was a thing of rare 
beauty. Changing lights on the foun- 
tains, twinkling lights on the Ato- 
mium, lighted pavilions and direc- 
tional signs all added to the fairyland 
aurora. 

So vast was the fair that visitors 
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What’s New In Exhibits ? 


; achievement in atomic research and power 
production was well represented this year in Geneva, at the 
Atomic Energy Conference. Attended by scientists and indus- 
trialists from everywhere, competition from all countries was 
keen. As in all European expositions, display art was on a high 
level; in spite of limited budgets 52 U.S. companies occupied 
one-half the main exhibit hall. 


co-— NO PRODUCT or service which cannot profit 
from judicious use of exhibits. Latest is the ubiquitous green 
trading stamp, pioneered by Sperry & Hutchinson. An ambi- 
tious program of showings is now under way, featuring their 
541 redemption stores and nine major distribution centers 
which blanket the nation. 


; PROVIDED by IBM is drawing huge 
crowds in the M LP F & S Investment Center in Grand Cen- 
tral Station. A visitor asks the attendant how much a given 
sum, invested in a selected stock during a given previous year, 
would be worth today. Into the machine goes the question 
out pops the dramatic answer for all to see. 


5 ae HAS penetrated the sacred precincts of the 
N. Y. Stock Exchange, on behalf of Allis-Chalmers. Exhibit 
features eight separate fields in which this company operates ; 
puts the visitor himself in the A-C picture. He presses one of 
eight buttons which activate a concealed camera; immediately 
his own picture appears on the selected one of eight screens, 
while a recorded message tells how he fits into that area of 
A-C activities. 


—_— IT TO the Army to find and use the most modern 
tools. Latest is a 55 lb. hand-carry exhibit which fits in the 
back seat of an auto, opens up in a jiffy to a hard-sell illumi- 
nated table-top display for recruitment. One hundred of these 
low-cost IVELPAKS are now on the road selling Army ¢a- 


reers. 


if “Intelligent Approach” to marketing through exhibits 
is the outstanding characteristic of all these projects. That's 
why so many live exhibitors turn to IVEL, time and time 
again. 


IVEL CONSTRUCTION CORP. 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York HYacinth 2-3730 


In Syracuse: Ralph Wintersteen _ 
In Cleveland: Leon Gordon Miller 
In Philadelphia, Reading and Wilmington: Dailey Service 


ERLE 


95 


spent li t n any 
This me 
be swi! 
hibit 


n 


one place. 
any message had to 
mprehended. Many ex- 

1 because they required too 
This was true of dis- 
Atomium. Nobody 
ed willing to stand in one place 
enough to absorb all the 


energy and 


+} 
> ne 


tacts 


scientific 


atomic 


-velopments as offered by Westing- 


Sylvania 
multi-lan- 
but 


visitor's 


Corp. and 
Use of a 
hook ip helped, 


with a 


ise Electric 
-ctric Corp. 
phone 


compete 


YOU'D BE 
HAPPY TOO 
IF WILDING 
CREATED 
YOUR SALES 
MEETING! 


WILDING 


PICTURE PRODUCTIONS, INC. 


CHICAGO NEW YORK DETROIT 
CLEVELAND CINCINNATI PITTSBURGH 
HOLLYWOOD ST. PAUL 


limited time. (It would take at least 
three weeks to see everything and 
to listen or read everything provided 
in pavilions. ) 

Commercial exhibits did not fare 
well in competition with government 
pavilions. People were anxious to see 
what nations rather than companies 
had to say. Everyone seemed to head 
for the U.S.A. and Russian pavilions 
“must.” If they had time they 
then took in'the rest of the fair. Prob- 
90% to 95% of the millions 
came to the fair saw the Rus- 


as a 


ably 
who 


BEYOND YOUR IMAGINATION 


yet right in the 


CENTER OF AMERICA! 


KENTUCKY FAIR 


AND 


EXPOSITION CENTER 


Facilities to fit your meeting needs. 


357 acres. 22 acres under roof. 
Coliseum will seat up to 20,220. East 
Exposition Wing — 223,500 sq. ft. of 
exhibiting space. West Exposition 
Wing — 184,600 sq. ft. of exhibiting 
space. Also, Meeting Rooms — 
capacity: 840, 320, and 680. Stadium 
has seating capacity of 25,000. 


Let us plan with you for your 
future: 


CONVENTIONS ¢ TRADE ASSO- 
CIATION SHOWS * COMMER- 
CIAL EXHIBITS ¢ LECTURES » 
SPECTACLES * CONCERTS »* 
OPERAS « CIRCUSES « HOBBY 
SHOWS « RELIGIOUS MEETINGS 
e HORSE SHOWS «+ SPORTS 
SHOWS 


Write for the full story on "The Center of 


America.” 


KENTUCKY Fai8"2 CENTER 


SALES MEETINGS/Part II 


sian and U.S.A. pavilions. 

When the fair was a few 
old, anyone would have given heavy 
odds that it would be repeated next 
year. Now, everyone is sure it will 
not. Visitors to Brussels are 
spending enough money to compen- 
the heavy expenditures to 
keep the fair going. (It takes hun- 
dreds of gardeners simply to keep 
flower beds tastefully arranged and 
replaced. ) 

Uncle Sam has offered to give his 
building to the Belgians when the 
fair closes. Belgians haven’t accepted 
as yet. They don’t know what to d 
with it. While it is beautiful, it is 
not functional. It certainly is not 
suited for exhibitions—biggest defect 
in our effort. (Perhaps a prize could 
be given to anyone who could drean 


weeks 


not 


Sate for 


ip some practical use for this elegant 
edifice. ) 

Our budget for the fair was unde 
$15 million. Experts estimate it would 
us $25 to $30 million to do 
the job done by the Russians. uch 
of the costs for our effort were met by 
industry. Ford Motor Co. paid $200,- 
000 for Circarama. Standard Oil of 
New Jersey and Socony Vacuum Oil 


Co. 14 U.S.A. 


hav e cost 


expenses ot 


—- —— ONLY ———— 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, we counted them—only 58 steps from 
our 58th St. entrance to your exhibit at 
the Coliseum 

Make your headquarters here at the 
Henry Hudson Hotel and save time 
money and energy 
1200 Rooms 1200 Baths 
Single $6 to $9 Double $10 to $16 


You'll enjoy the Voyager Room featuring 
Entertainment by name musicians. Now 
open—New Chart Room Bar and Restau- 
rant 
© Banquet and Meeting Rooms 
e Ample Parking — 2 Cocktail Lounges 
Swimming Pool and Sun Decks 
Complimentary to Guests 


ALBERT F. KOENIG—Gen. Mgr. 
Frank W. Berkman, Dir. of Sales 


HOTEL 
CO 5-6100 


353 W. 57th St., New York 19, N. Y. 


a 
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guides. Chemstrand Corp. provided 
uniforms. Many states of the Union 
paid for transportation of our guides. 

As with all things, it is deeds rather 
than words that prove intentions. 
Uncle Sam showed his 
world cooperation in the construction 
of our pavilion. General contractors 
Belgians. Steel structural ele- 
German 


interest in 


were 
ments were provided by a 
firm. Ceiling netting was a product 
of an English display company. Plas- 
tics came from America for the walls 
and ceiling. 

Our American Theater, 
to the main U.S.A. pavilion, offered 
musical comedy, ballet, plays 
pictures. (QOur talent 
exhibits didn’t. ) 
1,120 and drew 


contiguous 


opera, 
and motion 
where our 
This theater seated 


well. 


SCOT ed 


\tomium which dominated the fair 
least 10 years 
he fair closes next month. Its 
elevator takes visitors to the 
top globe for 60 cents (a 23-second 
ride). This fee allows visitors to 
ome down on the elevator and then 


to remain at 


Is 


swiltt 


be torn down starting next month. 
One item—the bucket ( Tele- 
lift) that traveled along cables over 
the fairgrounds—probably will show 
up at American fairs next year. (Fee 
for the five to 10-minute ride was 
40 cents at Brussels. ) 

Average visitor to the fair saw com- 
paratively little of all that was spread 
across the 50Q-acre area. It might 
take a week to walk down every ex 
hibit aisle at the fair without stop- 
ping to look at anything. (Aisle is not 
the right word for few pavilions had 
exhibits arranged in straight lines.) 


cars 


-seeeeseeas= 
eseeee- 


Americans should have ed 
learned much from Brussels. Whe 
we compete for world opinion \ 
the rest of the nations, we are in fast 
stepping company. The medioc 
shines like a beacon to warn fair visi- 
tors away. 

If Uncle Sam had taken more ad 
vantage of exhibit know-how oft 
American industry, perhaps Euro 
peans might have received our mes 
sage at Brussels. Perhaps instead of 
simply “feeling good” about U.S.A. 
they would understand our interests 
in world peace and brotherhood. 


UNUSUAL IDEAS 


to impress the press 
to ‘‘sell’’ the salesman 
to consume the consumer 


ise escalators through the “arms”’ of 
the Atomium to the globes 
} 


other 


th exhibits and restaurants. 


\lost everything at the fair will 
Zz 


the tip of 
Long Island... 
tops for conventions 


MONTAUK POINT, LONG ISLAND, N. Y. 


COMPLETE OCEANSIDE 
privileges at our New 
CLUB e MONTAUK GOLF 
YACHT CLUB & MARINA 

CONVENTION FACILITIES, meeting rooms 

to 350 | perative staff. 200 

view rooms, entertainment, dancing 

l ft. Saltwater Pool, world’s 


Capabie coc 


nightly 15 
finest Fishing 
5 les out on the blue Atlantic... ONLY 
TES BY AIR FROM NYC or 3 hours’ 
¢ drive 
Henry M. McNamara, Resident Manager 
Some most-wanted dates still available . . . contact 
W. Randolph Wilson, Director of Operations 
New York Office 
1 East 42nd St., New York 17 MU 2-5197 


dal 
ie 


=~ 
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INDUSTRIAL SHOWS 
BUSINESS PARTIES 
SALES MEETINGS 


@ FRANK LYNN 
@ GLENN WIGGINS 


UNUSUAL 
IDEAS Inc. 


853 Seventh Ave. 
New York City 


Circle 5-0687 


For Best-Ever CONVENTIONS... 


am . 2 Come to America’s ¢ 
fa 


L DEL 


CORONADO, CALIFORNIA 


Special Rates and Activities for Children! 


International Playground 


All convention activities under one roof 
Groups to 800 * American Plan 
Ample meeting rooms, at no charge 
Fabulous Beach and Tennis Club 
Swim in heated, outdoor pool or 

ocean * Deep sea fishing * Dancing 

* Championship Golf Course, so close- 
by! © Racing, Jai Alai, Bullfights in 

nearby Mexico ¢ Everything! 


H. B. KLINGENSMITH 
Managing Director 


Phat 


—~ Famous All -Year 


Resort... Across the Bay from San Diego 


Obsession with New Techniques 
Destroys Meeting Effectiveness 


Here's a problem-solving guide to help you plan sounder — should do so for a most practical rea 


son: 
conferences. For the first time you may learn how to diag- Theis audiences are catching up 
. : to them. Gregarious, sophisticated, 
nose your meeting problems. Check lists give the clues. American males who are inveterate 
meeting goers have been exposed to 
most of the tricks and gags in the 
book and the razzle-dazzle is losing 
its impact. They are demanding more 


BY HUGH A. GYLLENHAAL democratic and more adult treatment 


7 . in conferences they attend. 
Richard Beckhard Associates 


Step-by-Step 


Jut to tell someone “Be diagnos 
Humphrey's 77” sugar pills were terest in such basic elements as prob tic!’’ isn’t especially useful advice. So 
id family remedy at our house ible effectiveness of material being let's take a step-by-step walk-through 
h mother would toss down ou developed, nature of communication of one diagnostic approach to plan 
to cure any kind of minor process which transmits it, psychology ning and, in the process, perhaps pro 
health problem. Humphrey’s most of the group which will be changed in vide a guide for your future use: 
lar modern equivalent for solving some way by the meeting, or characte 
problems 1 Lliy of the members’ learning experience. |. Select a meeting example, 
perhaps the next large meeting you 
planning as i a Wealth of New Facts will be responsible for. Make it as 
we tend to reach first concrete in your mind as you can 
the easy remedy: latest platforn Meetine where, when, who, why, etc. 


planners should take a 
yudience technique, as best way 


look at the wealth of information now 


. 2. Analyze basic elements of the 
growing out of new fields of social 


meeting. (See Check List I.) Con 
sider the problem in terms of : 


That’s no criticism of the 

ticular technique. If you's 

; ced a ‘Phillips 66 - mi host of new disciplines under the un 

nolding a six-minute Duzz scpeieieton brella ot “comm inication’”’. q hey (continued on page 101) 
may have been most fav 


psychology, General Semantics and a 


essed with this method. Bu 


} 


1as it flopped miserably becaus« 
’ ' 


wasn t used right! 


Did Not Diagnose 
Clues to Audience Reaction 


4 


ind why did it fail? Because the 
planner did not really diagnose the 
problem beforehand, asking probing 
questions such as: ‘“‘What are we t 


You can feel reassured about results if: 


to get across to these people ? 


How much do they know about this 


already?” ‘“‘How interested 
in it?” “What do we expect 
to do differently, afte 
1 result of this session ? 
that many excellent meeting 
cateat a | } 1 by 


10ods no longer are being used 


y 
rerence planners. Chey tried then 

and they didn’t work. But they 
Int work because the planner tried ar they learned). iney te n glowing generalities about 
ggle the new technique into his 

ram rather than start with the 
problem and to end up with a method . They te Du e me 1 used. (Your techniques are show 
that could help to solve it. Emphasis g! ay: ° thing next time! Don't change a 
tends to be on the bigger and fancie thing. ney re Duy gimr not the goal.) 


gimmicks. 


, 
There has been too little concern 


how you get there, too little in 
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(1) PLANNER'S DIAGNOSTIC CHECK LIST 


A. Write out objective of meeting: 


C. What is audience re- 
lationship to ma- 


B. What is nature of 
material? 


h of i 
gn o 


They know a little, 


would like more 


ist nT 


ld 


They want to get 


pettrer at Tnis 


D. What should be role 


E. What should be ma- 
jor effect on audi- 


of speaker or chair- 
ence? 


man? 
Provide insoi They will repared 
rovide p ey will be prepared 
and leadership to listen and participate 
get to knc 


otner better 


Squarely present 


a challenge 


Represent 


headquarter 


new goa 
some new 


awarenesse 


Ss 
They 
decisi 
They 
carry 


program 


Or 


(11) PLANNER'S CHECKLIST OF METHODS 


How can you get session off to a good start? 
1. Introduce speaker: give his background; pu 


Tex 


2. Informal discussion: tc 
arti patior n meetir J 
3. Official meeti 


ng procedure: + 
] e gesirea 


€ p 


4. Written questionnaire: adn 
find it augience expectation 


We 


tabulated and reported back later). 


5. Questionnaire feedback: data 


tr y member wr r k thair 


jective 


6. Orientation groups: for sma 


ne e, ner yugience get quarea away To 


7. Skit or demonstration: + 


jered,. make it more rea 


8. Agree-disagree 


AUGIENCE po 


ITE AISCU on. 


quiz: ora 


ew oO if 


9. Group singing: well proved way to develop warm 
participative atmosphere. 


10. Entertainment: a |a studio audience warm up, an 


otner good tone-setter. 
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How can you establish good platform-audience 
communication? 


3 or 


piring, controversia entertaini 


ty. Variations: read: 


extemporane 


f 


prompter; 


2. Speech with visuals: good for 
explaining processes, organization, concepts, relationship 
Variations: turnover talks: chalk talk 


flannelboard: 
models; display fj 


ides; tilm 


Vugraph (draw or write); 


trips; chart pad 
3. Symposium: speakers with moderator. 


4. Panel: platform participants intera 


ia Tal 
12S aiscussion, 


5. Forum: two speakers take opposing 
erator summarizes. 

6. Debating team: simi! 

f individual e 

7. Conflict drama: goes deeper into 


to develop audience's insights. Variations: us alter 


ego; ghost voices off stage: recorded skit; 
8. Skill demonstration: show how to perform a 
how not to, with emphasis usually on different way 
than right or wrong. Variations: audience volunteer 
small group practice. 
(continued on page 100) 


‘NEW YORK CITY 


The PARK-SHERATON HOTEL is the 


Cuttin iy! 


Only a hotel with the size, the e Grand Ballroom accommodates 800 for meetings and banquets. 

specialization and the location of the e 10 other function rooms to choose from, capacities up to 400. 
» . ’ ne *h— > ° ° ~ Ye . re 
Park-Sheraton can offer so much—under e Heart-of-the-city location—one block from Coliseum, short walk to Radio City, 

A ' > Park-.Sher: . 7 P ‘} 1e p 
one roof! At the Park-Sheraton, your Times Square, Fifth Avenue pr= MAIL COUPON TODAY FOR COMPLETE DETAILS += 
conventi s S Wi ve alo s ys, and theaters. ' 

ynvention session ill move along hops, and s 8 Pork-Sheraton Hote! Dept. A-? 
smoothly, on time, because your people @ Over 1600 guest rooms and suites. 7th Ave. and 56th Street, New York, N.Y. 
meet and live at the same address. Group e@ Superb exhibition facilities Gentlemen: Please send me your complete 
interest stays high because the conven- and services. Convention Brochure. 
tion stays together. Small wonder the e Famous banquet cuisine. 
Park-Sheraton is the site of many of the e Coffee Shop, Dining Rooms 


nation’s most important meetings, year and Cocktail Lounges. Gianisiian 


Name 


after year. Send for detailed brochure to e All personal guest services 
Address 


help plan your next convention. right in the hotel. 


ENTIRE HOTEL AIR-CONDITIONED 


9. Action demonstrations: dramatiz » situat 7. Neighbor discussions: groups of two audience mem- * 


l 


en tten for discu ind analy y audience ber nfer briefly ‘t ompare notes, stimulate each 


Variations: role play by two people; group role pla ther's thinking 


How do you meet differing needs within audience? 


Audience reactor panel: selected to represent each 


r your 
if } JW. 


2. Listening teams: composed of a member 
How can you test, strengthen communications? ninority group assigned to react in terms of 
hanna 
Question periods: stil! ba ethod, but var 
nake it easier to get usef e Variations: 


e on wn 


3. Special interest group: 


o with ihe infers 
4. Tables of iaperenaetton: 


eader 


Listening teams: audi 


5. Room hopping: sir 
Audience reactor panel: n of audience rec 
6. Application groups: 
Buzz groups: sll groups who meet after the talk to apt sarninas, ofter 


piem 


Small group on platform: audience group discuss: 7. Demonstrations: 


how pc 


Interviewer: 


' 8. Reality testing: audier ' 
abt next steps in application, usually in small groups 
e. Variations: ; , OUuF 
nember 9. Consulting teams: audience divided into two 

juest nsults to ''B'’ on back-home problems for half he 
B nsults to "A" on his problems. 


SALES MEETINGS/Part 11 SALES MANAGEMENT 


Obsession with New Techniques 
Destroys Meeting Effectiveness 


{continued from page 98) 


A. Objectives of the meeting (bet- 
ter not have more than two or three 
goals) 

B. Nature of material 

C. Audience situatio1 

D. Role of speake: 

E. Effect on audience 

3. Decide on major changes you 
want meeting to accomplish. 

If this is a problem of getting some 

information you'll need to 


build in a feedback method to be sure 
Use 


across 


the audience got the message. 


question and answer, buzz groups. 


Or if you want to change their atti- 


tudes—audience will have to become 


psychologically involved. Your just 


putting out information won't do it. 
Use demonstrations, small group dis- 


cussions. 


Or if you want to develop some skills 

they'll have to have an opportunity 
to practice. Your telling and involving 
Use of skill 


them won't be enough. 


exercises, role playing. 
Or if you want them to commit them- 
de- 


velop real sharing of responsibility on 


selves to action—you'll have to 
part of your audience. They must have 
the opportunity to sell each other on 
doing something. (Use action presenta- 


tions, application groups 


4. Select appropriate methods: 
Turn to Check List II and select 
methods from among these, or pick 
others that they may suggest. These 
methods are the basic ones. Variations 
on them run into the hundreds. Don’t 
fuss over labels of methods. Use them 
to do the job! 


5. Check for meeting effective- 
ness: Plan looked good—but did it 
work? There are many elaborate 
methods for evaluation—use of com- 

individual oup inter- 
questionnaires. You can learn 
a lot, too, by tuning in informally on 
audience reactions durin 
and afterwards. However, when you 
get reactions, be evaluate 
them. Taken at face value, they may 


be deceiving. 


mittees, and gi 


views, 


the session 


o 
>Y 
I 


Sure you 


Don't Assume 


If half the membership gets up and 
leaves 20 minutes before the end of 
the session, don’t immediately assume 
your plan has failed. Maybe there’s a 
stray skunk in the audience. In other 
words: Diagnose! @ 
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PLAN TO MEET AT BEAUTIFUL 


MYRTLE BEACH 


SOUTH CAROLINA 
“THE RIVIERA OF THE SOUTH” 


F ON THE PLANTATION COAST OF SUNNY 
SOUTH CAROLINA! TWO CHAMPIONSHIP 
GOLF COURSES WITH GRASS GREENS, FINE 
FISHING FROM PIERS, BEACH, BOATS, 


— 


BA 
a 


LAKES 


Excellent Hotels, Motels & Apartments 
SPECIAL RATES OFFERED FOR GROUP MEETINGS AND 
CONVENTIONS FROM OCTOBER THROUGH APRIL 
Advise us your needs, number in group and dates 
of meeting. We'll give you fullest cooperation 


CONVENTION BUREAU—-CHAMBER OF COMMERCE— MYRTLE BEACH 55, S.C 


pone) 


By the Shores of Lake Erie. . 
Guest Rooms 

Executive Suites... 
road Station... 


Large Exhibit Area 
tional Facilities 
and Service. 


Uhe Lawrence 


ERIE, PENNSYLVANIA 


. 400 Luxurious 

Redecorated 
One Minute to Rail- 
Five Minutes to Airport 
. , . 24-Hour Parking just Fifty Cents .. . 
Excellent Accommodations for Conventions 
and Sales Meetings, from 10 to 600... 
. . « Unexcelled Recrea- 

Distinguished Cuisine 


Call Sales Manager Collect— 
ERIE 2-523! 


et us help make your next 
sales meeting the best one yet — 
at WORLD-RENOWNED _* 


Hiawatha on a oo 
‘ne-rimmed lakes — incompara 
oh “ate facilities plus golf, —_ 
health baths, floor shows, : 
ing and fishing. Sold out — 
August and September. — ; _ 
able October dates available - ng 
the gorgeous Fall color season. UP 


year ‘round. 


In the land of 


pool, 


Write or| phene us. 


NORTHERNAIRE 


Three Lakes, Wisconsin 
Phone Three Lakes 48! | 
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EKO 


or 


personalized 
exhibits 


Messmore & damon 


That “something extra” in 


our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 
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35 Acres 
of Beauty 
on Lake 
Michigan 


SLEEPY 
HOLLOW 


e Conventions @ Sales — 


Ideal reesei Up to'250™ = ~~ 


= 
Ee ant 8 | 
Located just Worth of South. / 7 a 
Haven, Michigan, Sleepy 
Hollow Beach is convenient | 

. less than 3 


hours from-aaessla a a You will be welcomed with EXCITING SPORTS 


Chicago — 4 hours from Detroit. the graciousness and charm ’ : 

ly of the Old South—blended at Bermuda's Largest Seaside Resort 
Our luxury heated Olympic Swimming Pool; with the modern conven- THE AIR CONDITIONED 
14 mile of private beach, golf and . fences and delicious food 


x for which Th 
tennis, comfortable meeting rooms, ented, . e Jefferson js 


excellent dining make your work © Family Rates = 


fun! Write today for details and er i 
r P ‘ , 
special rates during May, June ee Adjacent Parking The Yacht Club with pedal boats, water 
and Sept. ——_—so skiing, skin diving Island's finest 
Managing Director private ocean beach, magnificent pool 
Nightly floorshows, dancing, su 


Ideal Convention Facilities cuisine 


Howard F. Hohl, ¢ 


We See Your Travel Agent or 
BERMUDA HOTELS INC. Wao V 
th Ave., New Yor 


k 
RICHMOND, VA. BOSTON * CHICAGO * CLEVELAND 
South Haven, Michigan PHONE 860 4 ‘ MIAMI + PHILA. « NEW YORK 


2 Eb Minadon com 


..cordially solicits your 


group meetings from 25 to 400. 


@ ...Adequate meeting, dining 
combine ._dinlii and conference rooms. 


BUSINESS ~ 
Pa ‘PLEASURE @ ...For your free 
at the time, outstanding 
e ; resort facilities 
in the heart of 
Palm Springs. 


DUDE RA NCH and COUNTRY CLUB = elt The perfect setting for success- 
OCEAN SPR SSIPPI ‘ i Mii 

ful conventions . . . large or small. 
Western Informality and Southern é _ . : F . 
make this 700-acre resort-ranch ideal for ‘> . The Berkshire Hills, site of the 
group meetings of limited size Water skiing ; - : 

: horseback riding . . . swimming .. . or p es Tanglewood Festival offers un- 
shing { . 


* HEATED POOL excelled hotels and resorts, all 


* 18-HOLE GOLF COURSE ( sport facilities, theatres, museums, 


A GULF HILLS VACATION giving and art galleries. Ideally located 


a» bit of the old West in the deep ¢ 4 ° 
South IDEAL AWARD for sale’s me . . . 135 miles from New York 


entive programs 


HOTEL 
PALM SPRINGS, CALIF. for complete information on 


Cc -UB PLAN RATES 
to $16 per person including all sports 
and wonderful meals < group meeting facilities in the Berkshires, write 
Contact: 
ormation and color folder D R VEER CONVENTION SECRETARY, 
Dick & Gladys Waters RICHARD VAN E 


Proprietors Manager 


} 

} 

} 

} big 2 and Boston. 
| ’ 

} 
| 
} 


BERKSHIRE HILLS CONFERENCE, 
50 SOUTH STREET, PITTSFIELD 96, MASS. 
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There's More 
To Exhibiting 


Than Displays 


Don't expect your exhibit to carry 
the whole load of your trade show 
participation ! 

“To us the buying of space and 
the design of an attractive booth are 
ncidentals in overall planning,” says 
Hans W. Bluethe, advertising man- 
ager, Surface Combustion Corp.'s in- 
dustrial division. Toledo-based manu- 
facturer of heading and steel mill 
equipment has no “magic formula’ 
for successful trade show exhibiting. 
It sticks to the “basics” but covers 
them thoroughly. 

Two months before the National 
Metal Exposition opened in Chi- 
cago’s International Amphitheatre 
last November, Surface began pro- 
moting its exhibit. About 1,500 off- 
cial ‘Admission Invitations’ were 
sent to district offices. Invitations, sup- 
plied by show management, could also 
double as a pre-registration blank and 
badge for show visitors. Surface dis- 
trict sales personnel were instructed 
to mail invitations to all “good cus- 
tomers and prospects.” 

September issue of Surface’s house 
organ, Heat Treat Review, was 
mailed to 12,000 metal executives. 
Magazine contained an article on for- 
eign Surface installations and infor- 
mation on Surface’s exhibit at the 
Metal Exposition. 

A two-page spread in pre-show is- 
sues of all leading trade magazines 
promoted Surface’s booth on the na- 
tional level. Group of foreign engi- 
neers and metallurgists who stopped 
to visit Surface’s Toledo plant while 
enroute to the exposition provided a 
sood peg tor local publicity releases. 


SEPTEMBER !9, 1958 


PUBLICITY efforts paid off when this photo 


appeared in 15 different publications. 


Fact that two Surface executives 
would participate in the convention 
program also was used for publicity 
releases. 

Ohio Displays, Cleveland,  fur- 
nished a three-dimensional scale model 
of the booth it was constructing for 
Surface. Picture of it and a pretty 
Japanese model holding another model 
of a Surface installation in Japan was 
mailed out with a general release. 
Picture appeared in 15 publications. 

Bluethe sells district salesmen on 
the value of the company’s show par- 
ticipation and the importance of 
salesmen’s booth activities. All men 
who would participate at Chicago 
were kept informed of pre-show pro- 
motion. Men received tips on how 
to schedule their show time profitably 
and information on handling activi- 
ties scheduled for the exhibit booth. 
In addition salesmen were mailed 
copies of direct mail pieces, instruc- 
tions on hotel, booth and hospitality 
suite assignments and a complete 
description of the Surface booth. Same 
information was placed in a special 
“Activities Guide” which each man 
found in his hotel room when he ar- 
rived. Envelope also contained an 
exhibitor’s badge, a small supply of 
hospitality suite invitations and a 
pack of ‘‘show evaluation cards.”’ If 
men hadn’t read the material at home 
they could read it now in their hotel 
rooms. 

Hotel arrangements fo1 
personnel were made four weeks in 
advance by the advertising depart- 
ment. Executives visited the Palmer 
House in person and discussed all 


Sur Tace 


WHEN 
CONVENTIONS 
COME 
MARCHING 
OUR 
WAY 


y ee 
vy, 


. 
a 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


... 950 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 


. ». superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 


.-- 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 
.. . guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
Joseph E. Kosakowski, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


THE 


Cawalier 


for accessibility 
[he Cavalier saves man 
hours in travel as it is 
equal travel distance to so 
many large cities and 
served by major transpor- 


tation lines. 


for fine facilities 
A pleasure resort, The 
Cavalier offers more rec- 
reational advantages with 
“convention-perfect” facili- 
ties for groups of 50 to 500. 


for superior service 

A highly trained conven- 
tion and service staff that 
will exceed your expecta- 
tions of efficiency, expedi- 


ency and courtesy. 


100% Air-Conditioning by 1959 


r ~ r ~ . 
tea For P r+ (Convention 


< 4 a4 vo / 
ochure Gordon M. Shoe- 


maker, Managing Director 


BEACH & CABANA CLUB 
YACHT & COUNTRY CLUB 


Virginia Beach, Va. 
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activities for a smooth operation with 
Palmer House executives. ‘They se- 
lected the hospitality suite and made 
arrangements for advance registration 
of their men. Advertising department 
executives were the only persons au- 
thorized to “sign in’ new arrivals 
and release rooms. With all details 
taken care of in advance Surface per- 
sonnel had only to concern themselves 
with being present at the booth and 
hospitality suite. 

Surface’s booth, a peninsular shaped 
affair, picked up its theme from the 
2nd World Metallurgical Congress, 
held in conjunction with the trade 
show. Four corner kiosks, each repre- 
senting a foreign country where Sur- 
face erates through an_ associated 
company, were covered with travel 
Background structure held 
models of Surface installations. It 
also had a built-in file to house litera- 


ti 
tu 


poster Ss. 


Center of booth featured an oper- 
ating replica of the ‘Turtle Foun 
tain’ in Milan, Italy. “Iwo separate 
tables literature 
requests and souvenir registration. 

binoculars, brief 
dinnerware and cutlery set, weré do- 
nated by Surface’s foreign affiliates, 
with Surface throwing in an Ameri- 
can camera. Different item was 
awarded each day after a drawing. 


were provided for 


Souvenirs, case, 


Surface keeps literature handouts 
to a minimum and relies on 
cards for leads. Experiences at pre- 


vious shows led the company to keep 


request 


literature request cards and souvenir 
registration separate. At shows in 
Philadelphia and Cleveland where 
one form was used for both, Bluethe 
reports there was no real increase in 
literature request. 

All booth personnel were asked to 
record names of customers and pros- 
pects they were able to contact on 
special show evaluation cards. Cards 
were turned in before personnel left 
the show. By checking the number 
of contacts made at the show, the 
idvertising department can evaluate 
the success of the exhibit, says Bluethe. 

Approximately 4,500 visitors par- 
ticipated in the drawing for prizes. 
“Thank you” postcard with a picture 
of the exhibit and giving the names 
of winners was mailed to them afte 
the show. Registration stubs, in the 
visitor's own handwriting, were pasted 
on the postcards for addresses as an 
additional tie-in with the show. 

Management and district men are 
pleased with the results of the 1957 
show, reports Bluethe. Total of 595 
names were turned in on evaluation 
cards. Number of visitors to the Sur- 
face booth was more than doubled 
over 1956—total of 5,171. 
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Aili Citra 
Traditnally 
ae Hal 


THE 


Madson 


OVERLOOKING OCEAN at ILLINOIS AVE. 


210 MODERN 
METICULOUS ROOMS 


126 ROOMS WITH OCEAN VIEW 
An Imaginative, Intelligent 
Cooperative Convention Staff 


Fully Complete and Versatile 
Convention Facilities 


JOHN R. HOLLINGER 
Associate 
CHARLES W. STITZER 
President 
Your Inquiries Will Receive Pron 
and Personal Attentior 


Telephone 4-819! 


HOTEL 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


@ Complete facilities adaptable to 
any type of function 

@ Personalized attention to 
every detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 


WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 
M, P, Mathewson, Sales Director 


SALES MANAGEMENT 


FLORIDA'S LARGEST... 


and most complete convention 
and exhibit service — designed 
to meet your needs. 


DEFENSE ATTORNEY Betty Parker answers a question raised by Judge |. M. Partial. 


No-Budget Session 


Posed with problem of presenting a resumé of activities 


—dull facts and figures—Home Service Committee, Edi- 
son Electric Institute, dramatized data with a “trial”. 


» of the committee's 
Institute’s annual 
mference in Chi igo but no 
vas allow ated tor sets o1 prop- 
is an association of electric 
operating companies and electric 
holding companies in the U.S. 
1d Hawaii. Standing committees 
composed of members work on prob- 
ns of generating, transmitting and 
ibuting electricity. Home Service 
ttee iob is to sell housewives 
vantages of electrical appliances 
the home—and thereby sell more 
icity. 

Answer to the no-budget meeting 
was a mock trial in which committee 
with 
and money of their companies 


members were charged using 


ities of majo1 personal inter- 
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to stage fashion shows and gab 


ts. Trial offered the advantages of 
a simple stage set and properties, wide 
participation of committee members 
and an opportunity to list the com 
mittee’s activities in an_ interesting 
manner. Presentation needed only one 
rehearsal and could contain a certain 
amount of humor. Title chosen was 
“Trial by Measure.”’ 

Only outside props required were 
robe and gavel for the judge, printed 
subpoenas, mimeographed “‘playbills,” 
a medallion—in place of the Bible, 
and a large chart. All materials were 
gathered by Miss Parker and sent on 
to Chicago in advance of the meeting. 

To tie the presentation to its title, 
“Trial by Measure,” committee used 
2 ft. by 6 ft. chart with an outline of 
a thermometer in the center and a red 
bulb at the bottom. Thermometer 
represented kilowatt hours of, elec- 
tricity promoted by the committee. 
As each bit of 
sented at the trial, the court “re- 
corder” entered it into the record by 
placing a red block on the chart, 
which created the illusion of mercury 
rising. By end of the trial the mercury 
hit top of the thermometer. 


“evidence” was pre- 


Wi ET ARMS ae wear sts 


tls 


i 
H Caos DESIGNERS and BUILDERS 


PLANNING © DESIGN © DISPLAYS © EXHIBITS 
BOOTHS © FURNITURE © INSTALLATION 
REMOVAL © SHIPPING © TRADE SHOWS 


SALES MEETINGS © CONVENTIONS 


Are you planning a convention at the 
New Miami Beach Exhibition Hall or 
any of the hotels? We'll be glad to 
supply you with any technical informa- 
tion regarding the many facilities avail- 


“ e in this area. We 
lace Gio) 
7 
BERKE DISPLAYS, Inc. 
1733 N.W. 20th Street 
MIAMI, FLORIDA 
Phone: NEwton 5-5376 


Have You Considered 
PRINCETON, 


NEW JERSEY? 


The Nassau Tavern Hotel, just 45 
miles from New York or Philadelphia 
has long made a specialty of con- 
ferences, group meetings and training 
programs. 

An ever increasing number of prom- 
inent organizations are selecting the 
Nassau Tavern Hotel for group meet- 
ings of from 10 to 200—and with 
good reason— 

 Princetor provides a tranquil 
atmosphere conducive to con- 
centration on the problems at 
hand— 
The Nassau Tavern Hotel's lo- 
cation, directly opposite Prince- 
ton University's Campus, con- 
tributes immeasurably to its 
relaxing, restful, setting. 

~ The proximity to many of the 
nation's leading research or- 
ganizations provides ready ref- 
erence to sources of problem 
solutions. 
Our proficient staff, and rapidly 
convertible function rooms, as- 
sure smooth, trouble free serv- 
ice and facilities for every type 
of conference. 

The advantages of holding your next 
meeting at the Nassau Tavern Hotel 
are clearly illustrated in our Confer- 
ence Check List and Brochure—send 
for your free copy today. 

George Washko, Manager 
The Nassau Tavern Hote! 
on Palmer Square 
Princeton, New Jersey 
WaAlnut 1-7500 


Completely tir Conditioned 
NEW MIAMI BEACH , 
EXHIBITION HALL 


ACCEPTING BOOKINGS BEGINNING OCTOBER 1,1958 


covering nearly five acres! 


ae 
ic PEL FF ETT 


a 


3. —— 
ow 
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LARGEST IN TH SOUTH 


This magnificently designed structure will have an overall floor area of 200,000 square feet, of 
which 108,000 will be unobstructed exhibit space. Its planned versatility and flexibility make 
it ideal for a wide variety of entertainment events, trade shows and conventions. 

Will seat up to 15,000 © Portable stage and rigging 

10 Meeting rooms with seating capacities up to 825 

Modern catering facilities © All utilities available 


Completely air conditioned © Parking area for 3500 cars 


Centrally located © Registration facilities © Offices 


— The World's Largest Concentration of Hotels and Apartment Buildings in the 
immediate vicinity of the Exhibition Hall creates an extremely favorable condition for visiting 
organizations and gate-receipt events. Within the city, for example, there are 30,400 hotel 
rooms and 24,000 apartments. These range from luxurious oceanfront penthouses to secluded 
efficiency accommodations. This combination of housing and exhibition facilities places Miami 
Beach in the spotlight as one of the truly great convention and show cities of the world. 


THE PRESENT MIAMI BEACH AUDITORIUM, 
with a seating capacity of 3,534, is south and adjacent to the 
Exhibition Hall. Together the two buildings will provide 173,105 


FOR ILLUSTRATED BROCHURE. square feet of exhibit space and accommodate 1,039 booths. 
DETAILS AND FLOOR PLANS 
contect CLAUDE D. RITTER, Manager 


Miemi Beach Exhibition Hall « Miami Beech Auditorium © 1700 Washington Ave. * Miami Beach 39, Florida * Phone: JEfferson 1-0436 
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Temporary Residence E dye water Beach 


Place of Business & Leckr ‘ © Ut. l. ty 


ILLINOIS, Cook County: 


Tro & very 


Earnest 


District 


Nat. onal 


Tadvidux | 


By virtue of the precept to me directed, you are invited—nay, commanded—to appear before the 
Honorable I. M. Partial, Judge Presiding, at the next Low Court, to be held in the Edgewater Beach 


- Hh, . es 7] 
Hotel, in the City of Chicago, in and for the Industry at Large on the 22 - day of March, 1488 
at 9:30 in the forenoon of that day, to be sworn as a PETIT JUROR 


that fact release 


SUBPOENAS, distributed at the hotel 


as people gatneres 
Playbills 


torma n listing 


followed star 

the Cast 
ere mimeco 
a sheet of 


11 
rate booklet 


‘prion 
an en ploy e ot 


Hotel 


where 


Meunshle 1. 4. Dacca 


by Cc. M Wallace | 
1 Power Co., presided. Prose 
Coe, Union Elect 
Louis. Defense 
Miss Parker. 
Charges were read and committee 
a plea ot not guilty. Wit 
took thei: 
gold medallion 
truth 
Judge sported a 
Kilowatt” 
First witness for the prosecution 
was Edward ‘Sales Promotion Kit & 
Calendar’ Hurley. Coe, 


in trying to committee 


)» 
was R. L. 
Co., St. attorney was 


plaved by 


entered 
large, 
to tell the 
so help their gold medallion.’ 


“Reddy 


oaths on a 


hesses 


and swore 


figure ot 


1 
on his gavel. 


Prosecuto1 
that 
women were wasting their company’s 
badgered and bul- 
Defense 
playing the 


prov e 


time and 
lied the 
Parker, 

ceeded in pointing out a service per- 
formed by committee members 


money 
witness. attorney 


“goodie, suc- 


pro- 
viding material for dealer sales pro- 
motion kits issued by EEI. 

Broad humor was injected into the 
trial as often as possible. When wit- 
ness Hurley was asked by the prose- 
cutor if he was familiar with the 
ladies of the Home Service Com- 
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summoned the audience to 


REDDY KILOWATT, Sheriff 


you, the Judge before whom you are summoned te appear, ean alone discharge you 


special jury duty. 


ne replied, Sir, I an 
! 


enougn no sufficiently 


to enjoy such a state.’ 
q estioned about 
replied that he 
imor was well 
‘nce and helped t 


witnesses to 


ion listed accomplishments 
»e despite yrosecutor s 


efforts. Final witness for the defense 
was bellman Maury who 


the committee 


testified that 


worked 


Little Kack / 


IDEAL 


Convention 


LOOK AT YOUR DEALERS OR 
MEMBERSH/P AND COMPARE 


LITTLE ROCK’S LOCATION... 
. 


V CHECK THESE ADVANTAGES, TOO! 


4 modern hotels 
Ample air 
conditioned rooms 


Air conditioned 
banquet rooms 


Air conditioned 
municipal 
auditorium 
Historical sights 


Central location— 
good transportation 


Excellent eating 
facilities 


Reasonable prices 


Numerous golf 
courses 


City of hospitality 


FOR INFORMATION, WRITE OR PHONE 
H. J. BURFORD, General Manager 


SOUTHWEST HOTELS, Inc. 
P.O. BOX 389 


LITTLE ROCK, ARKANSAS 


no gossiping 
hotel. 
Prosecutor, overw helm« 


“evidence” 


pr esented by the 


finally asked to withdraw the « 


By this time 
Was ove! the top. 
Judge \Liss 


who in turn presented het 


introduced 


the audience. Case 


Miss Parker 


Was 


| 
believes the 


tion Was 


and the Lud lence VW 


ve. There 


Was 


eCnoug 


kilowatt thermoi 


ibsequently to convince us ¢f 


YOU'D BE 
HAPPY TOO 
IF WILDING 
CREATED 
YOUR SALES 
MEETING 


WILDING 


PICTURE PRODUCTION 


INC. 


For a Really Glamorous 


CONVENTION 
SALES MEETING 


MEXICO 
ACAPULCO 


Wise Meeting Planners Call on 


GARZA 


TRAVEL SERVICE 


Experienced, dependable Travel 
Agents 


Substantial savings are yours through our 
many years of experience of serving meet 
ing executives. We'll be happy to submit 
several! plans for your consideration 

if you'll tel] us your needs. No obligation, 
of course 


GARZA TRAVEL SERVICE 
106 Londres St., Mexico 6, D.F. 
Tel. 25-77-05 Cable, GARTRA 


DO'S 
DON'TS 


FOR CHICAGO 
EXHIBITORS 


DON'T ship your displays to and from 

your home office for each exhibition—use 

a reliable storage service between shows. 

DO warehouse your display with Kay 

Exposition Drayage Company and get all 

these extras— 

¢ Your display loaded and hauled to 
our warehouse. 

¢ Free storage in our warehouse 
for thirty days. 

¢ Entire cost for service—including 
30 days free storage—only $7.50 
Ist CWT, $2.75 per additional 
Ccwr. 


DON'T pay any more than this low 
price. 

DO <all KAY EXPOSITION DRAYAGE 
CO. at KEnwood 8-5800 for FAST, DE- 
PENDABLE DISPLAY HANDLING CON- 
VENIENT PICK-UP AND DELIVERY TO 
AND FROM YOUR CARRIER PLUS 30 
DAYS STORAGE—ALL FOR ONE LOW 
PRICE. 


KAY EXPOSITION DRAYAGE CO. 
319 West 40th Place 
Chicago, Illinois 


ete Mere SO ACo WANTED!.. 


e : 
Known for7 
“GOOD FOOD 


550 Air-Conditioned 
Guest Rooms 


IN CHICAGO 


SMALL GROUP MEETINGS 


(150 or less) 


SMALL CONFERENCES are 


our BIG MEETINGS 


BISMARCK, HOTEL 


WM. B. HORSTMAN, Gen. Mgr. + ROBERT R. CARRA, Mgr. 


PAULINE BROWN, Sales Mgr 


One Of The Main Reasons Why Des Moines 
Hosted Over 400 Conventions Last Year... 


HOTEL FORT DES MOINES 


s Moines’ central location and complete facilities . combined 
r outstanding accommodations assure you of a successful 
tion or sales meeting. lowa's leading and prestige 


@ 425 attractive modern guest rooms 
@ Air-conditioned rooms and suites available 
Accommodations for groups from 10 to |,000 
@ Free TV and radio—closed circuit TV 
@ Unlimited parking space in conjunction 
Telephone CHerry 3-116] . Teletype: DM 87 


ROBERT W. STANLEY, Sales and Convention Manager 
JOSEPH E. WHALEN, General Manager 


Another Friendly BOSS Hotel 


ares ye ae ss ag 
; FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


“<anoir 


Richelieu 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
iN June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence .. . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
yrochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada 


Ne ee’sdd 


Florida’s Famous 


Hotel Ponce de Leon 


with its exceptional 
facilities for 330 
FLORIDA EAST COAST HOTEL CO. 
Proudly presents 
the New, Deluxe 


PONCE DE LEON MOTOR LODGE 


located right on the Championship 
Ponce de Leon Golf Course. 
Accommodations for 140 persons. 


For complete information on both 
properties write 
Edward G. Fiather, Jr., Mgr. 


P. O. Box 1291 
Saint Augustine, Florida 


rFeefeowre eee 5 __5_OTNOTG 
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HELIUM ran out, Ad Manager Cameron filled in 


SALES MANAGER Gerard E. Smith makes a key point—tied in with rocket theme. 


Airkem Launches Three-Stage “Rocket” 


"Shoot the Moon" theme fits promotion needs before, dur- 
ing and after convention. Responsibilities divided into 


three parts and planners given year to develop program. 


BY ALAN D. CAMERON 


Advertising Manager, Airkem Inc. 


Can you develop a convention pro 
gram that will pay off in immediate 
sales and still have a carry-over effect 
that will produce long-range results ? 

Here at Airkem, Inc. we would 
answer that question with an em- 
phatic ‘‘yes”. We think we have the 
answer 1n the three Stage program 
that successfully launched our 1958 
“Shoot the Moon” convention—and 
continues to hold it on course. Al- 
though our products, services and 
form of distribution may be unique, 
we think our approach can be adapted 
by many companies faced with the 
task of staging an annual company 
convention. 

Our approach to this question 
might be likened to a_ three-stage 
rocket—with each phase dependent 
upon the other two for eventual 
success. Our program approach was 
developed along the following lines: 
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Stage One: Pre-convention plan- 
ning 

otage ‘Two: 
execution 

Stage 


Convention program 
a hree: Post-convention 
follow-up. 

As the poet Edward Guest once 
wrote, “Fine counsel is confusing, 
but example’s always clear.” So by 
way of example, here are a few things 
we learned as a result of our recent 
experience. 

Because many of our distributors’ 
wives are vitally interested in the 
business and because ours is a family- 
type organization, we stress attend- 
ance of wives at our annual affairs. 
This frequently means our convention 
must do double duty as a vacation 
period for the distributors. 

We select a convention site that has 
a great deal of appeal in its own right. 
This is an absolute must. Preferably 


should offer more than our | 
would look tor in the way 
vacation Spot. 

For our 1958 convention, we found 
our answer at Colorado 
Broadmoor Hotel. Its exclusiveness, 
excellent convention facilities and easy 
accessibility by road, rail and air, plus 
attraction of an area rich in Old West 
tradition and scenic grandeur formed 
a combination that could not be 
denied. 

Plans for a show of this kind be- 
come a long-range affair. We used 


Springs’ 


our 1957 convention to announce 
A wave of such 
enthusiasm was generated, that the 
success of the ’58 convention was 
assured from the outset. 

We've discovered this long-range 
approach makes for better planning 
and program development. For 
example, a fixed date of this type 
otten torces completion of a number 
of worth-while projects which might 
otherwise be ! 
endlessly. 

Starting with our initial announce- 
ment, we never permitted our dis- 
tributors to forget the approaching 
58 convention. Promotional efforts 
were scheduled with increasing fre- 


1958 convention site. 


allowed lraz out 


quency as the convention approached. 
The hotel helped with periodic re- 
minders, and each visit to the hotel 
by a member of our planning commit- 
tee prompted another mailing. 

Our local distributor added on-the- 
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“HAVE SALES 
WILL TRAVEL” 


. will be the happy theme 
of your dealers or salesmen 
when you place your travel 
sales incentive program in 
the hands of Lee Kirkland 
Travel ... over 20 years ex- 
perience and service to lead- 
ing industries and organiza- 
tions assures perfection of 
every detail 


SPECIALISTS 
IN 
TRAVEL SALES 
INCENTIVES 


LEE KIRKLAND 
TRAVEL 


Sales Office 
30 North La Salle 
Chicago, Illinois 


Executive Offices 
1229 Baitimore 
Kansas City, Mo 


Corpus Christi 


Invites You... 


Queen City of the Tropical 
Texas Coast . . . Bay and 
Water Playground at Front 
Door 


© Excellent Municipal Facilities 


© Ample Resort Type Hote! and 
Motel Accommodations 
© Ideal Recreation Features 


Sightseeing — swimming — beating — 
fishing on bay or Gulf waters and 75-mile 
tropical coastal bend country . . . 150 
miles to Old Mexico. 


Write for literature — 23-min. 
Color Film (iémm) available 


Corpus Christi 
Hotel Association 


Sales Manager's Office 
P. 0. Box 1478 
Corpus Christi, Texas 


scene support with advice on weather, 
what to wear, and what to see in the 
area. And, as a final tie-in, our 1957 
sales contest had a special bonus fea- 
ture which enabled each distributor to 
win two free round-trip tickets to the 
convention. Better than 35° ¢ of our 
distributors took us up on the offer 
and went over their quotas. 

We learned the hard way that 
planning an undertaking of this type 
s too big for any one man. It takes 
a lot of people working together. But 
it can’t be a case of all ‘chiefs’ and 
Here at Airkem we 


areas of responsibility into 


no “indians. 
split oun 


the following categories: 


1. Resort selection, physical ar- 
rangements for the convention 


proper, social activities. 


2. Selection of speech material in 
accordance with company policy, 
speech rehearsals and utilization 


of approved speaking aids. 


Program planning and staging. 


imber of details are common to 

of any show of this type 

experience, however 

points that may be 
‘cial mention: 

nt, naturally enough, deals 

with the choice of themes. We mak: 

our final selection stand up against 


three hstones: 


1. Is it suitable to the basic pu 
pose of the meeting? 


Can the basic idea be carried 


through easily in the program 


Can it be used effectively in 


post-convention follow-through ? 


By way of practicing what we 
preach, our “Shoot the Moon” theme 
seemed particularly appropriate tron 
the standpoint of current interest in 
ICBM developments and space travel 
Ihe theme was carried out easily 
from the standpoint of staging and 
lent itself readily to vernacular re 
Identi 
holders 


stunts 


ferences by the 


speakers. 


fication badges, placemark 


ind audience participation 
tied-in with the basic 


Interest in space travel, plus 


were easily 
theme. 
special events built into the closing 
session of the meeting made this theme 
ideal for follow-up. 

Variety may be the spice of life 
but too many kinds of visual aids 
become a headache for all concerned. 
Given free rein, some speakers would 
like to have a Michelangelo and an 
Alfred Hitchock backing them up at 
the same time. We give our speakers 
i choice of blackboard, easel pad and 
charts, flipover 


crayon, prepared 


sheets, flannel board or slides. But we 
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SUCCESSFUL MEETINGS 


call tor 


Date \\ 


PONTE VEDRA BEACH 
FLORIDA 


a 
= 


SILVER 
PLATTER 


IN SAVANNAH, GEORGIA 
@ Air Conditioned 
@ Meeting Space for 750 
@ 300 Spacious Guest Rooms 
@ 7 Meeting Rooms 
@ Easily Accessible 

@ 3 Airlines 

@ 5 Railroads 
@ Golf Facilities—5 minutes away 
@ Supper Club and Lounge 
@ Swimming Pool 


DON B. GRADY, Gen’!. Mgr. 
ANGIE BARKER, Sales Mgr. 


SALES MANAGEMENT 


limited each speaker to the use of any 
two. Ironically, most of them settled 
for one and—we_ believe—made a 
better presentation as a result. 

If you ask, you can get an amazing 
amount of help from the people with 
whom you normally do business. 
Much of this material can’t be du- 
plicated for any amount available in 
the average budget. If you work it 
right, this kind of help can add a 
great deal to the professional appear 
ance of your show and helps material 
ly to keep production costs at a 
minimum. 

For example, we received a lot of 
help from such organizations as ‘Trans 
World Airlines. Its New York repre- 
sentative made arrangements through 
its Denver office to provide us with 
a % x 15’ background scenery, model 
rockets and suitable wall posters. 
Promotion Department, Nation’s 
Business, developed individualized 
promotional folders for each of out 
distributors, including typical circula 
tion lists for each area. New York 
lelephone Co. developed a complete 
set of material for training our people 
in proper telephone techniques. And 
through its affiliate, Mountain States 
Telephone Co., arranged for speakers 
for both our formal meeting and an 
informal ladies group. 

When it comes to putting our 
story across, we have learned to count 
heavily on experts outside the com 
pany. We find our people are more 
likely to follow advice given by a 
recognized expert than if the same 
thoughts were expressed by one of our 
own people. Then, too, the fresh 
viewpoint of an outsider does more 
to stimulate the thinking of our peo 
ple than any other one thing we can 
do. 

During our “Shoot the Moon” 
convention, our distributors heard 
from such speakers as the well-known 
sales training consultant, Ed Hegarty ; 
John T. Fosdick, president, John T. 
Fosdick Associates and research 
editor, SALES MEETINGS; public re- 
lations counsel, Robert Schuette; and 
Stanley Moore, school district busi 
ness manager. 

There may be one best way to 
present a given piece of information, 
but there just isn’t any one way that’s 
best for all types of material. 
Listening to a series of speakers over 
a period of several days, you have 
tough work at best—without adding 
the curse of monotony to the proceed- 
ings. In planning our program, we 
try for the greatest possible contrast 
in types of speakers, methods of 
delivery and variation in visual aids 
Varying method of presentation 
through the use of skits, panel sessions 
workshop groups and audience par 
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“The Vow Beit iw Erbibit Facilities 


Forgive our immodesty, but this is no idle boast. In our first year 
of operation, sixty progressive and forward-looking trade shows 
and conventions, used our excellent facilities. Because of the 
resultant demand for additional bookings, we are now in the 
process of planning substantial expansion. If you too, are inter- 
ested in greater acceptance and enthusiastic reception for your 
show, call or write us. There’s no obligation! 

DUANE W. CARLTON, President 


Vow York 
TRADE SHOW 
BUILDING 


EIGHTH AVENUE AT 35th STREET 


500 Eighth Avenue, N. Y. 1, N. Y. 
LOngacre 4-4100 


4 floors— 200 rooms with display 
windows — complete circulation — 
no dead ends! 

1 open floor of 18,000 square feet 

Acoustical ceilings 

6 hi-speed elevators plus heavy duty 
freight lift 

Modern lighting equipment—ample 
A.C. 110 and 220—3 phase 

Crew of experienced personnel 

8th Avenue, 35th to 36th Streets 

Tunnel to Penn Station 

Adequate facilities for storage 

Restaurant & Beverage Facilities — 
room service 

Free tables, shelving, racks and chairs 

Spotlights— special peg-board 
display walls 

No gratuities for service 

Nearly 5,000 hotel rooms adjacent 

Center of Show Area 

Telephone in each room— 
switchboard service 


Diagonally Across from Hotel New Yorker 


COMPLETELY AIR-CONDITIONED 


A NEE NREL 2 ONES LE IISA BABEIPEA ac 


i s Send remittance with order to Reader's Service Dept. 
. Sales Meetings, 1212 Chestnut St., Philadelphia 7, Pa. 


What I've Learned from My 11,000 Speaking Engagements 


Genial Gene, the old pro at addressing sales meetings, gives six rules to follow when 

you speak, By Gene Flack 15 cents 
Why Doesn't Brainstorming Always Work? 

There are four big reasons why creative-thinking sessions do not produce effective results 

for a company. By B. B. Goldner, Ph.D. 15 cents 
How to Handle "Squares" at Round-Table Discussions 


Nothing encourages constructive thinking like a round-table discussion 
By Paul Roberts 15 cents 


ticipation, we help to provide a wel- 

come change of pace. 

. A good laugh at the right place will rrase Webster 
give any meeting a real lift. We made : 
excellent use of an animated figure- | | 
head called “Sidewall Sam,” which 

we rented from Gardner Displays’ 

New York office. Lower jaw of this 


display is synchronized to move with the City DESIGNED for 


the speaker's words s that tl > —T,| 
he speaker s words so that the head | ete]. Aas RaReia isd 
appears to be ac ually talking. We 
used “Sam as an NIC to pull the 
group together at the beginning of 
each session: to feed leading quest ons 
+ selected More than 34,000 modern air - condi- 
nt i ; tioned hotel rooms... many hotels 
Bera ; ee . equipped with convention auditori- 
10 ACRES OF OCEAN FRONT dialogue. ums and technical facilities and... for 
\ e Kno from past experience the really big convention the new 
‘ RELAXATION: that you « ral nl ' h int MIAMI BEACH EXHIBITION HALL > 
Yet, affording Togetherness! vou ee ae ae at with a capacity of 15,000 
* 4 excellent meeting rooms * 100% air- sini whe” oe : Eoe and smaller meeting rooms 


conditioned * 304 oversized rooms * 3 a . _ Wwe push the id from 170 to 825 connected with the } 
swimming pools * private marina and ct is a husband and wife aft: MIAMI BEACH AUDITORIUM 


fishing pier > set aside at least one morning with a capacity of 4,300. 
Write for full details today! atternoon as tree time thev c: Both within minutes of hotels, restau- 


II 


Leon Garfield, Cornell '36, Managing Director spend together. requently, the ir rants, shops and a world of pleasure 
forn j for those out-of-session hours. 


form of their stieze Sa The Miami Beach Convention Bureau 
Aa awa § ‘ See ee es re ‘ = spends as much time serving your 
eda e Se senate = ree time convention as it does securing it. 
RESORT MOTEL A pci sik. 


iVCS who are interested, are in ad For details, write “% 3 
| Thomas F. Smith, Director w 


ay vite 


On the Ocean, MIAMI BEACH, FLA., at 163rd St. WW 


1 to attend our regular meet 
1 
while spe 


vs 


Miami Beach Convention Bureau 
ial programs are planned Municipal Office Building 


> 
ip the time of the others. Fp. Miami Beach 39, Florida aif 
activities—cocktail rtie aw... eae. } 
western-style cookouts and a tormal 
YOU'RE INVITED mm dinner dance—were scheduled on 
Me «oalternate evenings, which still 
TO CONVENE AT © _ initte 
: to do as they chose. 


Stage Three, or follow-through 


if you come by car, enjoy Quality Courts all the way! SOC 


d several free evenings tor guest 


section of our program, actually be- 


gins with the convention itself. We 
lay groundwork early by introducing 
aon ajor development on the very 
first day. This year we leaned heavily 
on the introduction of our colorful 
new 15-minute stripfilm, ‘“There’s 
Something In the Air.’ We've found 


this T1VeS U 


= is a solid base on which to 
build and helps establish at the outset 

800 luxurious rooms and suites. pa that this convention is going to be 
12 meeting rooms for 50 to 500. : productive for distributors 
Combinations up to 2,000. We : 
Adequate display space. rT, ss ‘ 
Three great banquet halls. — count-down — session to wind up the 
impeccable service. meeting with an extra burs 
Convenient to Detroit's new civic ’ enthusiasm and set the 
development. 

© Gateway to the city’s expressway 
system. 

@ In downtown Detroit. everybody into the act through au 


convention finale, o1 


memimenae 


follow-up program. 
finale reached a new hi; 


il 


Let us place these superb convention ence participation. Here's how 
facilities at your disposal. Phone Detroit ‘ ee 


WOodward 2-2300. Teletype Number art O ne program was handled : 


DE-1062 Prior to the last day, each distri UNEXCELLED FACILITIES 
sania en hap butor was given a confidential letter for SALES MEETINGS 
Conran his sales quota for the 9 Private Dining and Meeting Rooms plus 
fe/ following year. He was told he Grand Ballroom to accommodate meetings 
would be asked to declare in publi and banquets from 30 to 1000 persons. Com- 


mister te wen ia sneiies sr pletely Air Conditioned. 400 Rooms. 4 Res- 
ETROIT E] AND ee ae as in agreement with taurants and lounges. Free Radio—TV Avail- 
J vay the figure or whether it should be able. Free Parking. Freight Elevator Service. 


raised or lowered. When his name As much as 5200 square feet of exhibit space. 
CASS AT BAGLEY DETROIT 26, MICH. was called during the “count-down”’ TELEPHONE GRand 1-5100 
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he could reply “on the nose’ to 
signify his agreement. If he disagreed 
with the assigned quota, he had only 
to indicate his position by raising or 
lowering his assigned figure by the 
thousands of dollars he felt justified. 
his eliminated the problem of asking 
a man to reveal his true sales volume 
o the group. But it still permitted 
s to assign each man a definite figure 
make any shifts that were neces- 
in arriving at the total sales 
required to establish our 

noon” sales goal. 
When the ‘‘count-down’”’ 
the “blast-oft”’ 
Each distributor then re 
a helium-filled 


was com- 
signal was 


CKet balloon 


is name. This signified the 
his organization uld 

g of the 
oon rocket. Simultaneously, 
tional balloons were launch- 


the 


o the launchin 


ned ¢ 
l 0 


1g the 


the undertak o 
ae . 
model rocket that had 
he backdrop 

on proper wa 
mpanying sound eftec 


This rocket 


goal. 
dis 
was supplied wit] 
placemark holder bearing the con 
theme. ‘This handy little 

] ) ] 
‘din the dual role of a con 


a desk top 


ceramic 


message holder. In the letter assign- 
ing his quota, each distributor was 
provided with a pressure sensitive 
sticker bearing a coded figure that 
represented his goal. He was asked 
to place this circular-shaped sticker 
in the moon that appeared on _ his 
placemarker, where it would serve 
as a constant reminder that this was 
the volume of sales he had promised 
to contribute to our national sales 
effort. 

Further follow-through has been 
scheduled in the form of a 1958 new 
business sales contest, periodic field 
bulletins and reference to individual 
distributor accomplishments in our 
company house organ. 
individual distributor 


Progress ot 
ched closely and each is 


ships is wat 
advised periodically how well he 
time table that 

enable him to reach his 


holding to the 
“moon” 
schedule. 

All ot this may seem rathez 


onsuming l expensive. An 


vsis, We must answet 
‘Does the result justify 
‘rankly, we think 
the result 
d company spirit genet 
convention expressed 
relations, cooperation 
support of our current 
ram throughout our entire 
butor organization. In these times 
‘n ‘‘recession” talk runs rampant 
Is encouras { note that this 
onfidence is reflected by a steady 
increase that closely approaches 


company's gain during the recent 
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55 85 86 8s 85 8 85 8 85 8 Ss Es Ss 


Business 


isa pleasure 


... when 
meetings . .. conferences 
... forums are held at 


Mistoric 
Willhiamsbur 2 


Virginia's restored colonial capital 
offers an ideal setting for top-flight 
meetings and conference groups in 
all seasons. The Williamsburg Inn 
& Lodge are now joined by a great 
new modern facility, the Williams 
burg Motor House, to provide fine 
accommodations for groups up to 
400 persons. 

Conference delegates and their fam 
ilies can combine business with an 
enjoyable holiday in the eighteenth 
century city. Tours of the famous 
historic buildings, craft shops, 
plantations, gardens, the carriage 
rides, and complete recreational fa- 
cilities combine to promote full at- 
tendance for meetings at... 


WILLIAMSBURG 
INN & LODGE 
AND 
MOTOR HOUSE 
For booklet and information write 


William E. Bippus, Hotel Sales Manager, 

Williamsburg, Virginia or call New York, 

CIrcle 6-6800; Washington, EXecutive 
3-6481; Chicago, MOhawk 4-5100. 


SLBOEESBSSE SEE 
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POST-CONVENTION tours 
have been used frequently in 
recent years to promote con- 
vention attendance. Waikiki 
Beach, Honolulu, shown here 
from the air, is a favorite of 


West Coast conventioneers 


Little Work Involved 


— 
Five Reasons for Growth 
There is amazingly little work or 
e an association’s part if the -r tou 
Of Post-Meeting Tours ee gd ey. 


the tour. Not every travel agent or 
transportation company 1s interested 
in handling all arrangements for 
group travel programs such as this. 
- BY WILLIAM J. GLENNON It is, relatively, an area for specialists. 
Midwest Regional Manager, Hawaii Visitors Bureau Known group operators in the travel 
agency field should be invited to sub 
mit a comprehensive outline of the 
tour program they would offer, as 
should airlines and steamship lines 
the association executive ; “ats serving the area to which the tour 
rally look at what = — will operate. Outlines or bids should 
derived by his organization and it nclude these details: 
members. It is recognized general! 
at a sound post-conventi r | . Day-by-day activities ; 
m will achieve these 
Names of transportation compa 
Stimulate overall attendance at nies and hotels to be used: 


the convention: ’ , ; 
Prices what is and is not in 


2. Encourage wive t ‘ cluded: 


convention ; 
Promotional activities to be per 
3. Discourage early depa tures 


acht f ner ae formed prior to the tour’s de 
snould ye scnedulec to 


: parture (folders, advertising, 
depart after final session) ; ; : : 
direct mail, stories in house 


4. Provide a welcome vacation ; organ, news releases ). 


5. Create feeling that the associa 
tion is providing an attractive 
added service for members and Select Tour Operator 

an opportunity for them to va 

ation with friends and people . 
ai inion ote. \ firm should be selected than can 

of mutual interests. ] 

handle a// arrangements and assume 
l‘our conductor passes (free trips complete responsibilitv. Few associa 
ntior tou are most ire offered by most travel agents tion executives have time to set up 


companies, and _ hotels a post-convention tour by dealing di 


filiated Srecwnl ey : 
ami a national ansportation 
at set up post-convention tour pro rectly with individual airlines, 


ommon 
iventions rrams. [hese serve as a superb added ship lines, hotels, sightseeing compa 
onsideri y rogran nducement to association executives. nies, entertainers. Having selected 
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HOLD YOUR CONVENTION WITHOUT ANY FUSS 
__ JUST LEAVE THE DETAILS TO US 


with a staff of full-time convention experts 


to serve you 


A convention is a confusion of small 
details that needs a highly experienced 
staff to organize it. Make your next 
convention smooth, blunderless, 
pleasurable. Relax in our sunshine... 


have fun. We’ll do the work. 


GUEST FACILITIES 


620 elegant rooms with private bath 
21" screen TV and radio in every room 
1000 feet of private beach front 
Olympic-size swimming pool 

Sports of all sorts 

Parking facilities for 620 cars 


+ 
+ 
a. 
* 
* 
x 


MIAMI BEACH'S LARGEST — NEWEST HOTEL 


Nine Meeting Rooms with capacities 
from 75 to 1500 

Sixteen Conference Rooms with capacities 
from 10 to 50 

Eight Dining Areas with capacities 

from 40 to 1000 

Exhibit Area—18,000 sq. ft. 

Booth Area—116 booths (8’ x 10’ 


EQUIPMENT 


Complete audio and visual facilities 

Sound and slide projectors, 16MM and 35MM 
Lights, props comparable to average theatre 
Print shop, carpenter shop, paint shop 
Full-time engineer attends all meetings 
Technicians and stagehands 


For brochure giving complete details, write Ben P. Gould, Vice President - Sales 


the CARILLON e OCEANFRONT 68th TO 69th STREETS « MIAMI BEACH, FLORIDA 
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CONVENTION 
QUESTIONS ? 

CALL 
AMERICAN'S 
CONVENTION 
SPECIALISTS 


For authoritative answers — 
without obligation — to your 
convention questions, see Amer- 
ican’s group-travel experts. To 
insure the success of your con- 
vention, make American your 
official carrier. With more serv- 
ice to more key cities, American 
can meet your requirements 
better than any other airline. 
Contact your local American 
Airlines District Sales Office or 
write: Convention Manager, 
Passenger Sales Department, 
American Airlines, Inc., 100 
Park Avenue, New York 17, 
New York. 


AIRLINES 


cKading SA: rline 
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the tour operator, 
contract to: 


1. Protect the ti 


an exclusiv e 


the association 


lar tour; 


vices stipulat 


in his pre 


med. 


you should sign a 


vel company with 


arrangements with 


this particu- 


tion that all 
ed by the 
y ] n 
posal 


opera 


] 
will be pel 


Promotion Important 


Impo tance of pri 


overemphasized in « 
Ideally, th 
following next 

should be announ 
convention and pre 
during the 12 
do plan 
tentatively, at leas 
wait until three o1 


grams. 


mon 


next year 


to a convention to 
convention tour. 
lines gyroup re 


by many transpo 


t. De 


omotion cannot be 
liscussing tour pro- 
e tour destination 
convention 
ced at. this 
} 


mored 


year's 
year's 
consistently 


People 


th interim. 


Ss vacation nou 

n't decide to 
four months prior 
publicize the post- 


Also “dead 


servations imposed 


with 


tation companies 


SALES SOAR when the PRIZE is right! 


Hawaii is an incentive 


and hotels, it Treq rently 


1 
to hol | 


is impossible 
lations be- 
vond 60 or 90 day prior to 

hat space has to 
be | + 1j1 ] ] mam hear 
ali Solid tO Indalvla il nemoders 
ibly before that 


choice a 
tour 
dates. [his means t 


con- 


Publicize Early 


point I irs parti 


lV one pa 


outlining promotion of a tout 

‘ + ) 
time Tractor | 

7 

rly, distribute tout 
: 7 

nailing pieces ea 

steps 

insure 

cesst 


benefits 
Business Sessions 


Last point that should be men 

tioned here is that frequently a post- 
convention tour program can include 
business sessions which will appeal to 
many members. 
In Hawaii, for example, many such 
e developed into Mid-Pacific 
conferences, Frequently, the local 
chapter of the national association 
and Hawaii Visitors Bureau will help 
to make meeting arrangements, out- 
line an agenda and obtain speakers. 


tours 


+ 
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to your salesmen 
like no other place under the sun 


HAWAII is the one enchanted place, above all others, where the timeless, roman- 
tic lure of the South Seas is captured to perfection. They're every one’s dream 
islands...lush, idyllic, typically 


ropical. That's why the magic name of Hawaii, 


the world’s most inviting incentive travel area, is a proven 


sales builder 


SO LOW IN COST Yet for all its exotic appeal, Hawaii is within easy reach of 
everywhere—just 8-10 hours from the Pacific Coast by plane or a pleasant 4}/2 
day ocean trip. And all costs are surprisingly low. Food and hotels are lower in 


price than most other American resort areas yet equal or better in quality. 


ASK FOR HELP Ask us for detailed 
information on the most up-to-date 


meen e ee eee eee EHO 


HAWAII VISITORS BUREAU 
facilities for sales meetings—ask 2051 Kalakaua Avenue 
for practical help in planning a 
successful Hawaiian sales incentive 
program. Write, today, to any of 


the three Hawaii Visitors Bureau 


212 Stockton Street 

San Francisco. Calif 

y Bldg. - Chicago, Ill 

nformation on Hawaii that can 
ales problems in 1958 


offices. 


bour Pott with the Most 


on the MISSISSIPPI GULF COAST 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


EDGEWATER PARK, MISS. 


“THE GULF COAST'S FINEST HOTEL 

FOR THE FINEST CLIENTELE" 

100% AIR-CONDITIONED 
Everything under one roof—meeting rooms for small, 
Regional or large National groups, banquet and 
dining facilities. Beach—swimming pool—private 18- 
bo.e championship golf-course—dancing—p| d 
tertainment. We specialize in personalised attention! 
inquiries appreciated and promptly handled. , 

Write: FRANK FAGAN, Manager 


N. MEISNER, Sales and Convention Manager 


president 
noers Soc ety 
ves his radio pager 
Manager Louis 
meeting begins 
be reached pr 
receiver at any 


Gisturbance 


Now You Can Page ‘Em... Quietly 


Pocket radio broadcasts personal messages to convention 
executives to forestall problems or find individuals in 
audience. Key hotel personnel have radios and can re- 


spond quickly. System now in some convention hotels. 


BY DAVID J. ATCHISON 


Chicago, the hotel ‘‘revolves around 
conventions, with only 260% of our 
t other 


DuUSINESS I trom 
are always 


iginating 
sources. (4 onsequently, we 
looking for 


tioneers. ‘J he 


otel guests to hear 


] 


ontin tally paged ovel means to serve conven- 


individual radio paget 
has solved an annoying problem at 
The paging system 
1957 


‘| aking Cog 
hotels 


system. 

many majo 

have picked up an idea to eliminate big gatherings.” 

heckling. has been in since September, 
one complete year. 

From control points at the hotel’s 

switchboard, manager's office 

maintenance supervisor's office, 


this publi 

By making Motorola radio paging 
systems a\ ailable to convention groups 
hotel sales Managers have been able sales 
harried and 
any key employe can be reached pri 
vately no matter where he might be 
on the sprawling premises. 

Both Sheraton Park and Shoreham, 


to make life much easier for 
program planners as well as for hotel 
personnel and non-convention guests. 
According to Louis Rogers 
Beach 


sales 


Manager, I dgewate1 Hotel, 
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W 


} 


Ti 


two 


while others put 
to multiple ise in 
t managers, execut 
s and others ne essary 
ctioning of the hotel. 
hese include: Hotel Barclay, New 
York City; Broadview Hotel, Wichi 
; Kans.; Cadillac Hotel, Miami 
Beach; Claremont Hotel, Berkeley, 
Cal. ; \langer Havy-Adams Hotel, 
Washington, D.C.; Manger Vande 
bilt Hotel, New York City; New 
Dunbar Hotel, Washington, D. C. 
\lanagement ot these hotels have 
picked up what is probably a smart 
dea from more than 28 hospitals who 
use this paging system, plus many 
plants, department 
stations and others. 


large industrial 
stores, radio- [V 

At the Edgewater Beach, for exam 
ple, each of its key personnel carries 
a radio pager, slightly larger than a 
pack of cigarettes. Unit clips onto 
he man’s belt or slips into a shirt or 
coat pocket. 

To page someone, his number is 
dialed on a telephone-type desk set at 
a control point. This causes radio 
transmission of a selective coded-tone 
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DETROIT 
SEATTLE @ 


w (MINNEAPOLIS 


; ST. PETERSBURG ®@ é NEW YORK 
Keys 


toa ANCHORAGE @ mm PORTLAND 
oF eat 
convention 


NOW-—STARTING DECEMBER 1—Northwest planning a convention in Miami, Tampa, St. Petersburg 
Orient Airlines adds Miami and Tampa-St. Petersburg to | —or anywhere else in Northwest’s territory—plan on fly- 
the growing list of wonderful convention cities it serves. ing Northwest Orient Airlines. 

That means you'll be able to fly to the southeast in real 
luxury. Northwest’s Imperial Service luxury. You'll be 
treated to Champagne... . feasted with delicious Imperial 


cuisine. And, of course, Northwest’s radar will make the 
flight as smooth as a feather on a breeze. So when you’re 


32 years of superior Airmanship 


NORTHWEST 


Orie’ AIRLINES 
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a 
DETROIT LECTERN COMPANY, INC. 


From a well-known public relations executive 


omes the comment... 


“Our HI-LO Lectern is 4) 
wonderful! The short guys \/ « 


. 


love it... and the tall ones |)! 
are delighted with it!” 


The HI-LO lectern raises or lowers at the flick of a 
switch to accommodate users of any height. Quiet 
trouble-free operation. Available in a variety of 
finishes to match any decor. 


we 


Prominent businesses, for whom the HI-LO lectern 
helps assure smooth-running meetings of every 
type include: The Prudential Life Insurance Com 
pany; DuPont Corporation; General Motors; Chrysler 
Corporation; Ford Motor Company; Shell Oil Com 
pany; University of Florida; New York Life Insurance 
Company; Carnegie Institute of Technology; Timker 
Roller Bearing Company, and many others. Litera 
ture on request. 


13336 Kercheval Ave., P. O. Box 3735, Detroit 15, Michigan 


NEED TEMPORARY, HELP FOR 
YOUR CONVENTION, TRADE 
SHOW, OR SALES MEETING ? 


CALL 
manpower, Inc. for: 


DEMONSTRATORS STENOS 
MODELS BOOTH SET UP WORKERS 
BOOTH ATTENDANTS PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 
SERVICE 


| 


| 


Use our employees as long as you need them at low hourly rates. 


- ® 
manpower, inc. 
OVER 100 BRANCH OFFICES COAST TO COAST 


Write for illustrated brochure to: 
DEPT. C MANPOWER, INC. 820 N. PLANKINTON MILWAUKEE, WIS 


signal which sounds an alerting tone 
in the receiver. Immediately afte: 
this signal, a voice message is broad- 
cast to the person called; tone and 
message are heard only by him 


No License Necessary 


Low powell low Trequency charac 
teristics of the Motorola systen 
makes it unnecessary to obtain a Fed 
eral Communications Commission | 
cense. The Trequency it operates on 
protects it from false signaling by 
other electric or electronic devices. 
Sales Manager Rogers explains that 
“14 of our 16 paging units are as 
signed specifically to persons most 
concerned with serving convention 
eers. These include convention man 
ager with the group, maintenance su 
perintendent, head houseman, house 
keeper, electrician, sound technician 
assistant Manager, catering manage 


and myself. 


cites 
of a women’s club meeting 
calls the sales office to report 
an unexpectedly large turnout 
has made its meeting room too warn 
and the ladies are really “sweating 
it out.” 

“My secretary would then use the 
regular phone to call the chief engi 
neer’s ofice. Chances are there wil 
be no one there since the man on duty 
will be working somewhere in the 
building. Next logical step would be 
to get on public address with, ‘M 
Jones, call the office.’ Perhaps re: 
ing Mr. Jones, perhaps not, but 
tainly disturbing a lobby full 


guests. 


Page Privately 


This has been replaced by the sin 
ple proced ire of dialing Mr. Jones 
number on the paging system control. 
His receiver sounds its tone, he is told 
to check the heat in the meeting roon 
and the job is done with expedience. 
More important to hotel manage 
ment, the roomful of guests is sat 
fied quickly and quietly. 

Sales managers realize that tigl 
convention schedules must be kept 
moving, resulting in many demands 
on a hotel staff for immediate action 
Rogers cites the example of nea 
tragedy when the president of a big 
corporation stepped up to the micro 
phone to address a large group. An 
amateur sound man had “fine tuned” 
the amplifier controls, with the result 
that the v.1.p. couldn’t be heard. An 
SOS was passed on to the sales office. 
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VV th radio paging 

Was ordered to the t ble 
seconds. (When the paging 
systen tracked h n lk n he 


} tele 


floo1 CNeCK O 1 ley ion 


spot 
vithin 
was on 


} 1 


i+th 


¢ 


Unexpected Guests 


‘xpected 
inexpected 


i lun heon 
control 
who 


the 


seman 
p tables in 

gy room. 
Just as the hotel staff is called upon 


ts D onvention ofh 


indle equests y 


ils, so officials themselves are in con 
stant demand to handle problems ot 
Realizing this 


available 


ition member S. 


ISSO 


Edgewater Beach has made 


two ot the pagel eceivers to conven 


Locate President 


est speaker turn 
too early the 


located immediately 


should a 


hour 


association 
dent can be 
vately to extend official greet 
If a reporter needs an immediate 
nent from the association to 
tt a deadline, radio paging finds 
1e necessary spokesman for the in 
rview. 
When the convention 
receiver, he can 
with 


be lo« ated 


{ 
official wears 
the paging 
anywhere in the 
that he can with 
speed to handle detail 


headaches that crop up at both small 


wande1 
hotel the as 
surance 
unay oidable 


and large meetings. 

What do convention managers and 
other 
Almost to 


paging system? 
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officials concerned think of the 


SECRETARY in sales office dials paging num- 
ber on special telephone (above). Code signal 
raeches hotel executive immediately at Edge 
water Beach's summer theater area where he's 
with the construction foreman 


FCC license. 


conferring 


Equipment needs no special 


they have been ‘‘delighted,” according 
their 


to Rogers. and they feel man 


ial 0 deal son ade easier. 


Greatest Benefit 


Don Sanberg, 


Society terms the paging systen 


‘Just wonderful!” He says the great 
est benefit 


a meeting room. Formerly, if 


y 


came tor an association membe1 


meeting, ringing of the telephone 
sufhe lent distraction to dis 
turb the meeting. All attention woulk 


be on Sanberg as he 


VI alleable Fo inders 


is in handling phone calls 
a 


1 


answered the 


phone, searched out the desired party 


and then returned to his seat. 
Now, the 


not to ise 


switchboard has inst1 
the 


Rathe1 ’ 


tions meeting roon 
phone at all. 
Sages are passed to Sanberg by pagel 
If a member is wanted on the phone 
an 
wh« 
tak 
“This technique works s 


Sanberg gets the information 
Passes it on to the desired party, 
can leave the room quietly to 
the call. 
silently that no one in the roon 


of it he says. “Larger th 


aware 
gathering, more useful the pager be 


con es. 
Valuable Tool 


Througho it the time a conventio 
runs, the pager seems to be a valuabl 
“formerly 


tool. Rogers says that 


incoming mes- 


| 


e 


) 


is 


e 


n 
e 


a 


stock answer in our office to requests 


for an absent official was, ‘Can I hav 
him call you when he returns?’ Nov 
we say, ‘Just a moment, I'll get hit 
on the pager.’ ’ 


5 


e 
\ 
n 


WE PLAN 
WRITE 
DIRECT 
PRODUCE 
STAGE 


of AUDIO- 


PRESENTATION 


FILMS 
FILMSTRIPS 


@ 
> 
< 


West 54th Street 


~ 


SLIDES 

CHARTS 
BOOKLETS 
EASELS 


No charge for consultation 
—write or telephone 


Training 
Films. inc. 


150 WEST 54th STREET 
NEW YORK 19: CO 5-3520 
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EW HORIZON 


amt 


RINGMASTER provided pertinent humor at 
IBM Ramacade show on the West Coast. 


tion is 
Skillfu 
breaks 
rier between 
ind the man 
ve. Feeling by 
it can sell itself 
‘rsonnel if a certain 
amount 
presentatior 


by experier 


Relaxes Tension 


Any good joke may serve to relax 
tension, banish boredom or introduce 
a friendly note. But I am not con 

the objectives for which sales 
meetings are held are advanced by 
j anv sort of joke or joking, no 
matter how effective or well pre 
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How Funny Should You Be? 


When should humor be inserted into your program and 
what are the dangers? Big distinction between jokes that 
get a laugh and humor that helps to develop a message. 


BY D. W. REID 


District Manager (San Francisco), Typewriter Division 
International Business Machines Corp. 


sented. We look for humor that is re 
lated to the theme of the meeting. 
It must grow naturally out of what 
we are trying to put across and should 
serve to make our message unforget 
t ible. 

Example: Let us say that 


meeting has 


+} 
hs 


week's regular 
centered on a iscussion of Customer 
emphasize 


relations. want to 


that good customer relations are the 


t 


foundation of sales. Here is a stor 
that drives home the point. 
Sam Snead and ‘Ted Williams were 
discussing their respective sports. 
Williams says to “My 
games a pretty tough one. Not only 
must I hit a round ball, but I have 
to do it with a round bat.”’ 
“Ves, 


my game, when we hit a foul ball... 


Snead: 


that’s true. But in 


Snead: 
we have to play It. 

“Moral” is, of course, that if at 
any point you treat the customer 
badly, you are certain to suffer for 


it 
It. 


Timing Important 


Don’t Point in a 
presentation where humor is _ intro- 
duced is important, too. Every pres 
entation or program may call for 

different handling. 
cited above, I certainly would not 


begin by telling the joke. Most effec 


forget timing. 


tive place for it would be after the 


straight discussion of the subject 


matter customer relations. 
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In the example 


Thus, 


discussion; intro- 
story or 


timing would be: 
duction of humorous 
example; summary. Summary, in this 
case: If you miss the boat in contact- 
never be 
to reach 


ing a customer, you may 
given another opportunity 
him with your story. 


Increases Attention 


A speaker who is third, fourth, or 
last on a long program may consider 
himself unfortunate. His audience 
may be weary. He is conscious that 
he will have to work harder to put 
his points across. Here, timing is 
important from another point of 
view@ Such a speaker can use humor 
in such a way as to make his presen- 
tation the most effective of the day. 
[his is realized by program 
directors. Anyone who attends a 
number of meetings across the United 
States and who analyses the better 
planned programs, will find that 
where a number of speakers are to 
follow one another, the speaker who 
has a reputation for the light touch, 
will be placed last. 

He is the “unfortunate” one who 
has to greet tired people. But, if he 
makes the most of his opportunity, 
successfully stimulates them while 
getting his subject matter across, he 
will reap the reward of being the one 
the audience best remembers. 


most 


Humor plays an indispensable part 
when you have sales meetings that 
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Only 2 hours from New York, in the beautiful 
” Catskill Mountains, you'll find a blending F 0 g Your M 0 ST S U C - E S S F U L 
of natural beauty and man-made ingenuity... 
1000 acres of fabulous resort estate, Cc oO Al VW tot Nd Ti oO Pe y 
providing America’s most versatile setting for » 
every type of Convention, Sales Meeting, 
Training Seminar and Incentive-Plan Holiday. 
In this pleasant country atmosphere you'll 
enjoy every modern facility for the smooth 
functioning of your convention; all the 
advantages of a captive audience, plus an 
unequalled array of Sports, Social and 
Entertainment features. 


There’s the Championship 18-Hole Golf 
Course; Tennis on all-weather courts; Private 
Riding Academy and Bridle Trails; Grossinger 
Lake for Swimming, Boating, Fishing; 


mh he" aee KiaMuaed 


1 ad The spacious The Grossinger Cabana Club 


| =| 
/} wr \ 
I} \-y 

, a oH x 


ee Pe nae Ye’ & Dining Room seats boasts one of the world’s largest 
‘ ‘ —s ag wt, e- . ° ° ° 

‘ Tr 1400 guests...to Olympic Swimming Pools 

. enjoy Grossinger’s The new million-dollar 

nationally Indoor Pool and Health Club is 


tamed cuisine. being rushed to completion. 


Hunting in season; Outdoor Artificial Skating 
Rink open 7 months of the year; 

Skiing and Tobogganing in Winter; always 
Top-drawer Entertainment and Dancing 

to 2 fine Orchestras. 


There are 25 Meeting Rooms, to seat from 
10 to 1600 people . . . complete with 
latest ALTEC P. A. equipment, Movie and 
Slide Projectors and Large Screens, Tape Recording Facilities, etc. 
Convention Hall seating 1600 has 40’ x 20’ x 4’ Permanent Stage. OPEN ALL YEAR! 
Conveniently reached from all ALL SPORTS AT 
directions over 6-lane super highways ALL SEASONS 
... and by private plane to 
JENNIE GROSSINGER AIRPORT. FOR FULL-COLOR CONVENTION ~ 
BROCHURE AND COMPLETE DETAILS, 
Phone or Write 


Ad 7 RICHARD B. BRAINE 


Director of Sales 
MAAHAG¢@LYea GROSSINGER HOTEL & COUNTRY CLUB 


NEW YORK OFFICE: 


GROSSINGER, NEW YORK Menage 


10,000 Square Feet 
of Exhibit Space 
under one roof! 
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MEETINGS 
NEED NOT 


No one Knows this better than 
meeting ar angements experts 
(and we humbly admit that we 
are). Whether your sales meet- 
ing, convention or trade show is 
a bore or not can depend upon 
everything from a 48 piece band 
who forgot their music to ash 
trays that don’t extinguish your 
cigarettes 
Our expeditious handling of 
deluxe meeting services and our 
supply of fine accommodations 
is a conventioneers dream, so if 
youre planning a get-together 
anywhere west of Denver, call on 
us 
Our exclusive Hoteletype serv- 
ice. makes it possible for you to 
confirm reservations, make spe- 
cial requests and arrangements 
in a matter of minutes via your 
nearest Western Hotel, your 
agent, or our Chicago sales 


For more information on any 
one or all hotels, write; Western 
Hotels, Inc.; Olympic Hotel, 
Seattle, Washington 


Western 
Hotels 


> a 


hington 


VANCOUVER, B. C.: GEORG! 
SEATTLE: OLYMPIC, BENJAMIN 
FRANKLIN, ROOSEVELT 
SPOKANE: DAVENPORT 
TACOMA: WINTHROP 
BELLINGHAM: LEOPOLD 
WALLA WALLA: MARCUS WHITMAN 
WENATCHEE: CASCADIAN 
PORTLAND: BENSON, MULTNOMAH 
LOS ANGELES: MAYFAIR 
SAN FRANCISCO: ST. FRANCIS, 
SIR FRANCIS DRAKE, MAURICE 
PALM SPRINGS: OASIS 
DENVER: COSMOPOLITAN 
BOISE: BOISE, OWYHEE 
POCATELLO: BANNOCK 
BUTTE: FINLEN 
BILLINGS: NORTHERN 
GREAT FALLS: RAINBOW 
HONOLULU: HAWAIIAN VILLAGE 
SALT LAKE CITY: NEWHOUSE 


start very early in the morning -— 
another aspect of timing. Quarterly 
or oftener, a large organization can 
holding a general sales 
g, either within a division or 


Usually, 


count on 


a companywide basis. 


such 
sales day, 

when the average person’s energy 
is still at low ebb. 
A great deal of planning and coordina- 


hen¢ e, attention 


tion goes into such meetings, from 
headquarters office down through 
district to local branches, and every 
one concerned wants to insure that 
they are interesting, effective and serve 
the purposes for which they are called. 
This is one occasion when, in my 
experience, humor is a good starter 
a ‘‘wakeruper’. But, again, it should 
be emphasized that the humor must 
direct the men’s 
attention to the subject matter or 


be ( hosen to 


theme of the meeting not divert it 


4 


to lr rele ant preoccupations. 
No Off-Color Jokes 


This may be as good a place as any 
to emphasize the inappropriateness et 
the off-color joke in sales meetings or 
presentations. Popular notions con 
cerning the salesman not withstand 
ing, it is surprising how many people 
are cool to such humor (whether or 
not they dutifully explode with the 
anticipated laughter). Generally 
somewhat 
' individual who 
employs them and he runs the risk of 


speaking, such jokes are 
degrading to the 
insulting a goodly portion of his 
audience. But, most important, we do 
not wish to switch interest from 
business at hand, but promote concen 
tration upon it. 

Sometimes the most effective humor 

ise early in the morning at the 

art of a long meeting is the non 
verbal kind. For example, something 
surprising and humorous can_ take 
place suddenly—a character charging 
through the hall or room, firing blanks 
from a pistol. The event is later re- 
lated to the program or meeting 
theme. We believe in follow-up and 
follow-through and this includes hu- 
morous remarks or events. They must 
not just be funny in themselves but 
through integration with the meeting 
should make a point. 


Ramacade Humor 


Application of non-verbal humor is 
illustrated by the manner in which the 
recent IBM Ramacade was _intro- 
duced to company employes. The 
event was a national tour of new IBM 
equipment carried in specially painted 
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For The Life of Your 
Convention 


and The Convention 
of Your Life 


THE 


fount Wsshine MP 


BRETTON wooods A wore. 
NEW HAMPSHIRE 


The largest and finest convention meet- 
ing resort in New England, 10,000 acre 
estate. 10 separate meeting rooms, ex- 
hibition hall, dining room seating 800, 
completely trained staff to make your 
work a pleasure. 18-hole golf course, all 
sports, entertainment, and the greatest 
chefs in the U.S.A. Convention season, 
June thru October. Write today for 
brochures, programs and menus 


All Inclusive Rate . . . Wo Extras! 


BEN HARRISON, Managing Director 
WIN CHESLEY, Director of Sales 
1 East 57th St., New York City, Plaza 5-7640 


# great xe ca es 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 

@ Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities evailable. 
Drum Room & bar featuring famous cuisine and 
entertainment. 

@ Idea! location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport. 
1 block from Municipal Auditorium. 

Gorage & porking facilities adjacent. 


® for illustrated brochure write: 
Convention & Catering Dept. 


HOTEL » 
President 
14th & Baltimore @ Kansas City, Mo. 
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PHILADELPHIA office used a “Gay Nineties office worker" to spark its Ramacade. 


truck vans to 24 major ties across 
the country. 

R; - —_— 
Ramacade show in San Francisco 
and its subsequent appearances in 
towns on the schedule—was an 
nounced through 

" 


Dut without 


humorous action 
verbal humor in the 


ordinary sense. The announcer was 


a salesman dressed as a circus ring 
master—in black pants, boots and red 
oat, wearing a fake moustache and 
top hat, and making effective use ot 

a blank pistol 
ing. A tanta 
] 


drama and color. 


and smart whip ( rack 


re of trumpets added 


Real "Tigers" 


What was the relationship of the 
character of ringmaster to the theme 
ot this show? We had four new 
products (real ‘‘tigers’) that we 
were ready to put through their paces 
for our customers. ‘These were IBM 
305 Ramac, manufactured at our 
new plant in San Jose, Cal.; E'T-632 
new electronic typing calculator used 
billing 
610 Autopoint computer, a compact 
87200 


in medium size operations ; 


engineering computer, and 
Time Punch, important new develop- 
ment in the time clock field. 

Rousing virtually 
lifted the audience out of their chairs. 


announcement 


There was no doubt that expectation 
was generated. Sales 
personnel immediately jumped in with 
the program, which was _ entirely 
“Straight.”’ No verbal humor was 
employed at all in this show, which 
relied on the light touch in back 
ground action for its interest and 


management 


effectiv eness, 
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After an imaginative start, caré 
must be taken that interest is not 
lost during the serious part of the 
presentation. Moment a meeting or 
show drags, you've lost a percentage 
of the group. When that happens, it’s 
not easy to win back the desired in 
Apart from the 


integration ot the ringmaster idea 


tensity of attention. 


products being an- 
( aliber 


of the total presentation to hold in 


with the new 


nounced and shown, and the 


terest, periodic “breaks” were planned 
wherein the ringmaster himself would 
appear with pistol and whip to help 
drive home a point. 

One thing to guard against is over 
doing an act like this. You lose effec 
belabor the 
liming mu be 


tiveness 1f Vo theme. 
good, and pace 
always with the lightest 


of light touches. Each appearance of 


maintained, 


the costumed character was a surprise, 
and he was gone again before anyone 
could tire of his antics or feel them an 
interruption. 


Amount of Humor 


Amount. of humor to be used, 
verbal or 


calling for discrimination. 


whether non-verbal, is a 
dec Isilon 
Much depends on the kind of meeting, 
type of program and length of the 
meeting. If it’s a brief office sales 
meeting and your men get the im- 
pression that you’ve done little but 
tell jokes or be funny, they may agree 
that you’re a heck of a good fellow 
and good at story telling, but wonder 
later how effective you are in matters 
of business. 

If a sales executive has a five- o1 


The Prudential 
Auditorium 


Chicago’s newest 
(and smartest) 
meeting hall! 


Prudential’s handsome, new as- 
sembly hall offers unique facilities 
to make your sales meetings more 
successful! With a seating capacity 
of 1100 people, it features flexible 
seating arrangements to meet any 
meeting requirement. For a 
eon or dinner, up to 425 people 
can be seated and served. Cater- 
ing service is available. 
Prudential’s Auditorium stage 
is a full 40-feet wide, 20-feet deep 
—and raised 42 inches above main 
floor for ‘‘vantage point’’ viewing 
anywhere in the Auditorium. 
Stage lighting facilities offer 120 
and 208-volt current. And, for your 
convenience, there’s a public ad- 
dress system plus a _ projection 
booth for slides and motion pic- 
tures. 


Let the splendid, new Pruden- 
tial Auditorium facilities help put 
your next sales meeting across! 
For reservations, contact: 
WHITEHALL 3-2800, EXTENSION 261 


Check this partial list of organiza- 
tions who have held successful meet- 
ings in the Prudential Auditorium. 


Life Magazine 

Wilson & Co., Inc. 

Westinghouse Electric Corporation 
Edward Hines Lumber Company 
Ford Motor Company 

Sears, Roebuck and Co. 
American Steel Foundries 
Needham, Louis & Brorby 
Commonwealth Edison Company 


For smaller meetings, the Pruden- 
tial Building offers convenient 
Conference Rooms on the 2nd and 
19th floors . . . accommodating up 
to 50 people. 


THE PRUDENTIAL BUILDING 


Randolph, just East of Michigan Avenue 


~ 


NOW AVAILABLE 


WORLD'S LARGEST COMBINED 
DRIVE-IN CONVENTION FACILITIES Hor Springs. Virgin 


Just five minutes from downtown WASHINGTON, D.C. 


Economy, convenience, accessibility, characterize the Capital's 
two great new drive-in hotels each on the Virginia side of the 
Potomac, within a few minutes of the Pentagon and downtown 
W ashington. 


600 air conditioned rooms 

Phones, free TV & Hi-Fi in every room 

Free parking for 750 cars adjacent to rooms 
Choice of 10 meeting and banquet rooms 
Free swimming pools 

Free ice skating rink 

Dining rooms, coffee shops 

Barber and beauty shops 


2 FINE LOCATIONS 


Ma rriott MOTOR HOTELS 


Owned and Operated by the Hot Shoppes 


Marriott Motor Hotel Marriott Key Bridge Motor Hotei 
Twin Bridges @ On U.S. 1 Key Bridge, Washington, D. C. 


For Brochure and Reservations, Write: - ~~ woe 
Marriott Motor Hotel, Twin Bridges, On U.S. 1, Washington 1; D.C. 


{merica’s most distinguished resort and spa 


a & A WHOLE CONVENTION TOWN 
es for 50 to 800 under one roof 


= tas Vege Complete Resort Hotel | usr:0 


Resident Convention Manager 


Seried Assembly Rooms 
SPECTACULAR FLOORSHOWS Public Address Systems 


18-HOLE GOLF COURSE + HEALTH CLUB Saccidiiins Maatite 
OLYMPIC-SIZE SWIMMING POOL + SMART SHOPS Banquet Hall—Ballroom 
SUPERB CUISINE + 500 DELUXE ROOMS & SUITES ition am 
CONVENTION FACILITIES & CONFERENCE ROOMS 


Private Reception Suites 


Aug. 26.-Se pt. 22 Sept. 23-—Oct. 20 Spacious Bedrooms 
. ” 24-hour Room Service 


JIMMY DURANTE BETTY GRABLE Borber Shop * Health Boths 
Wilf % hb, FUN FOR WIVES 
Special Programs 
"aN rg Luncheon Parties 
DESERT INN Cor Pores 
Fashion Shows 
& lias bbe CLUB Couturier Shops 
Sundecks * Buffets 
Lobby Concerts 


Beauty Salon 
Luxury Service 


Nightly Dancing 
Write for free Convention Organizing 
Coordinating { for General 


~ 
C an—separate folio to guide 
ta 


h she 


HOTEL DENNIS 


Boardwalk at Michigan Avenue 
Atlantic City 

ATlantic City 4-811], 
John Leishman, 

Convention Mgr. 
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10-minute talk to give, it’s a safe 
rule not to exceed one humorous 
story and the interjection of at most 
one or two humorous remarks. 

In the case of a longer talk, em- 
bodying two or three particular points 
of emphasis, humor can be effectively 
employed to emphasize each point. 
\ny talk, regardless of length, that 
becomes overburdened with jokes o1 
even pertinent humor, may be cleve: 
and appear to please the audience 
but be ineffective in accomplishing 
its purpose, 

Something a sales executive has to 
keep in mind is to vary his stories, 
humorous comments or type of humor, 
ind not repeat his witticisms. Humo1 
depends a good deal on surprise. 
Sales manager who has sprung that 
one on his men once before should 
stop talking and listen for the inward 
groans or watch for the half sup 
pressed yawns. “Please stop me if 


.”’ doesn’t work in sales meetings. 


Sales Therapy 


1 , 
Salesmen themselves in liven 
sales meet ngs for one another 


encouraged. We have 


vantageous In planning sales meet 


found it ad 


ings to u the men in skits and role 


playing. 1 typewriter divi 


t 
sion, in articul: we find 
of good sales therapy in this kind of 
will play the 
a balky receptionist 


plenty 


ity. ne salesman 


part of while 


ther 


anot r tries oO 
interview 
‘There need be no straining for hur 
here: any amount of real life humor 
] 


t 


1 
emerges automatical is the men 


out their own experiences and learn 
heir techniques. An 


often make 


thereby to better t 
nteresting discovery you 
while you work in this manner is that 
the extemporaneous performances are 
often as beneficial and effective as 
those that have been well planned. 
This is an excellent way to introduce 
down-to-earth humor into sales meet 
ings that definitely has bearing on the 
subject matter. 

Personally, I have no doubt that 
humor and the light touch work won 
ders with sales meetings. But it is 
well to realize that there are some 
meetings where humor is definitely 
out of place. Not even the light touch 
is appropriate when certain subjects 
are up for discussion. Instances? 

Let us say that a sales organization 
or certain individuals in it, has de- 
parted from procedural policy in han- 
dling a given matter and it is im- 
perative that there be immediate cor- 
rection. Obviously, only complete 
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gravity from start to finish is the de 
sirable tone. 

Or, suppose you are discussing the 
changing of territories. When you 
deal with salesmen’s territories, you 
are dealing with their power to earn 
and this is far from a humorous mat 
ter to the men. It almost goes with- 
out saying that any joking in this 
area would be undesirable and in bad 
taste. 

A joint sales meeting—where othe 
than sales personnel are present—is 
one where a wise executive will think 


hard before employing humor. If he 


does use it, it will be sparing 
carefully done. We should 

that far too many people m 

narily closely associated with 
cherish the stereotype of a sales 

as an inveterate joker, whose cal 
consist of telling funny stories and 
picking up the order that has been 
waiting for him all the time. In any 
meeting at which administrative, staff 
or service personnel are present 
seems most advisable, if humor 

at all, to make sure that 
notch, decidedly pertinent 


over lone. 


ARM YOURSELF FOR 
SUCCESSFUL SALES MEETINGS 


Darned clever, these exhibitors who depend on RAILWAY 
EXPRESS to handle their shipment of displays for sales 
meetings. Our Itinerary Display Service can work out a 


complete schedule for point-to-point movement of your 


display materials by rail or air express. You’d be amazed 


at what a load this can take off your mind. . 


. and back. 


So, no matter where in this country you're exhibiting, 
phone your nearest RAILWAY EXPRESS office. We will 
pick up your display materials in areas covered by our 
vehicle service. You can be assured of prompt delivery . . . 
your displays get ‘““VIP” treatment in transit. And if you 
should be one of the lucky ones exhibiting at the Brussels 
Fair, or at many other points abroad, RAILWAY EXPRESS 
World Thruway Service can assure you the same safe, swift 


service you get right here. 


For a successful convention or meeting, 
see or call your nearest Railway Express Office 


ee 
es x 
Sas. 


Small Newspapers 
Take Readers on 
European Trips 


High Point (N.C.) Enterprise is 
typical sponsor. Finds many ad- 


vantages to taking group abroad. 


AMERICANS will try anything— 
even raw herring sold at a small 


dockside seafood shop in Holland. 


-d 6+ of its readers trom ;% 1e\ ape there are dozens ot | 
of four | uropean capital . that can be tied in some Tor 
| + IAS OOO +} » J nr t me tor ] t . y { 
ilation ot 2), , the n profi some tor prestige and good 
erprise promoted the trip to Europe ommunity relations. 


learned of the success of an ‘TWA works with a tour operator 
newspaper's (Ha irs i. who handles ground arrangements 
Patriot-News) tour. hotels, guided tours and transters 
Trans World Airlines is activels from and to airports). “TWA, tou 
promoting newspaper-sponsored tours. operator and newspaper work as a 
Advantage to TWA is obviou ‘am to whittle prices for participants 
more long haul business. Fo rne ind » net the greatest gal I the 


q “~ ? 4 
~~ es ‘a > — 
s- = = ee 


OR SHINE (and it's raining) Enterprise photographer takes pictures. This is group leaving Peace Palace in The Haque. 
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BRITISH GUIDE explains history of Tower of London to North 


They had special sightseeing 


Carolinians 


Wspaper. 

High Point f nterf 
n Eur 
i editor 
n Managing E dito 


| 
Ja lary 


travel 


Holt McPherson 
loe B 


opean programs 
wn 
En 


be 


ind asked why the 
s reade Ss 
dent Eisenhower's 
the 

done 


‘Why 
+} 


ne spot be 


rt o P PS 


to Peopl progran 


is 
sb irg pape 
said Brown 


sponso 


TWA 
New 


opean 


Brown 
ind World 
York City to put to ther a Eur 
tou! | astern Air Lines was brought 

the plans because —IT'WA doesn’t 
e H gh Point, N. C 


Was necessa 


ind a con 


WA's 


SIGN UP FOR CHEESE to be shipped home. This visit to cheese 


factory was followed by trip to flower auction and diamond factory. 
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each 


city. 


Trip Requirements 


World 


“pac kage 


stun 
Ent , risé 
‘7 
than an 
where. 
a £3 
two-week 


newspape 


req ti 


lravel 


Plan 


that had to adhe 


ements set tor 


less 


stopped 


prepare 


at this 


re 


th by th 


expens! 


t 


IRISH COFFEE is sampled on the fuel stop at Shannon 


Irish 


to some 


e 


airport on trips to and from U 


before 


4.1 


varied educational back 


; - 
rip had to appeal to people 


grou 


ages and interests. 


For S788 dollars. 
was able to offer a trij 
from High Point to London 
(and the 


n Brussels world s 


Pai Is 


between 


r t? 


including ait 
ey 


led tours, complete 


and bus transfer 
and hotels. 


Joe Brown’s plans include 


notions in the newspape 


imns,_ tie- with advertiser 
othes f 


1s 


oO ld promote ( 


Plane 


A 


ansport 


"IT'S EQUAL to $6.50 in American money," one Enterprise traveler 
tells another as they visit shop featuring Delft blue chinaware. 


129 


The 1958 Season marked the open- 
ing of the newly enlarged Star- 
light Room, comfortably seating 
convention groups up to 600 


BELLEAIR, CLEARWATER, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 36 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recently entertained at the Belleview 
Travelers Ins. Co., Berkshire Life, Northwestern Mutual Life, Home Life, Metro- 
politan Life, Family Finance Co., Tanners’ Council of America, National Hide 
Assn., Paper Bag Institute and Broadcast Music Institute. 


DON CHURCH, Manager 


5 LAKES 
5. 500 ACRES 


Shy hy IN THE 


WHITE MOUNTAINS 


TARLEIDN 


PIKE * NEW HAMPSHIRE 
ALL-INCLUSIVE RATES ... NO EXTRAS 


Every room twin bedded 
with bath « Dancing nightly, 
2 orchestras © Floor shows, 
Name attractions « Com- 
pletely equipped theatre for 
Movies, Vaudeville, Exhibi- 
tions © 7 Tennis Courts 
Top Name Pro-!8Hole Cham- 
pionship Golf Courses. 9 and 
18-hole Putting © Sportsman's 
Shows on Lake Front © 800 
foot Beach « Plenty of Boats 
© Sight-seeing Bus Trips e« 
Activities for the Ladies « 
Fashion Shows, Play Reviews « 
Varied Novel Programs to 
your Taste all through-the-day JOEL McKIBLE 
or Evenings . . . PLUS use of peer Sales Manager, 
every facility — at your el- . for detailed 

bow — for your every wish information 

or whim 


Write 


All thru the year, The DUPONT PLAZA, on Biscayne Bay 
MIAMI e¢ FLORIDA 


for travel, equipment for travel (lug- 
gage, cameras). Rallies and meetings 
were blue-printed to get North Caro- 
linians interested in meeting Euro- 
peans—to help promote goodwill and 
understanding between nations. 


Hold Back Promotions 


Most of these promotions never got 
off the ground. Initial response to the 
trip's announcement in a Sunday story 
in February was too heavy to handle. 
“T picked a figure of 90 people out of 
the air,” says Joe Brown, “as the 
number who might want to — and 
could aftord to go on our tour. Dur- 
ing the first week after the initial an- 
nouncement we had 120 people write 
in for more details. We couldn’t han- 
dle that many and so we cancelled all 
further promotions.” 

What Brown didn’t learn until 
later was that everybody who ex 
presses interest is not a bonafide cus- 
tomer. Long about June 15, deadline 
for deposits, he had about 25 people 
definitely signed. ‘Then he began to 
worry all over again; this time be- 
cause of too Tew respondents. 


Much to Gain 


A small newspaper such as the En- 
terprise has much to gain from a 
European trip promotion. First, as 
sponsor, it receives a free ticket for 
each 15 people who sign up for the 
tour. his means newspaper manage 
ment and staff people have an oppor 
tunity to travel abroad without cost. 
Second, a trip abroad by a number of 
local citizens is big news in any town. 
With newspaper staff members along, 
daily reports and news stories have 
foreign datelines to add prestige to 
the small daily’s operation. For the 
first time, perhaps, foreign news is lo- 
calized. 

Third, a small newspaper can use 
(Enterprise didn’t) one of the free 
trips it earns to stage a circulation or 
advertising-building contest. The trip 
can be used as an incentive prize to 
the newsboy who gets the most new 
subscriptions or the advertising sales- 
man who sells the largest lineage 
around a particular promotion. 
Fourth, a group of townsfolk plan- 
ning a European trip stimulates local 
business (and newspaper advertising). 

When Joe Brown announced a 
meeting at the YMCA in March for 
those interested in learning more about 
the Enterprise ‘Friendship Tour,” 60 
people attended. In June a second 
meeting was held. At this one, Mary 
Gordon, ‘TWA’s travel expert on 
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planning and packing for foreign 
travel, addressed the group. “TWA 
and Eastern executives also spoke to 
the potential globe trotters. 

Plans for a newspaper-sponsored 
tour are not easy for the tour oper 
ator. Newspaper readers have only a 
state residence in common. They may 
different although 
towns. They are of varied ages, educa 


live in nearby 
tion, livelihoods and interests. In the 
case of the Enterprise, only common 
denominator was that they all read 
the Enter prise. \ges of 
stretched from 10 to over 


travelers 
70. A high 
college stu 


school student, several 


dents, school teachers, merchants, 


salesmen, contractors, housewives a 
complete cross-section of High Point, 
N.C., left the local airport on August 


19 for Europe. 


Two Full-Time Guides 


After a few hours’ layover in New 
York City, they were on their way to 
London and the start of a once-in-a 
lifetime trip for most of them. Two 
couriers { tour directors ) met the 
group in London’s airport and from 


this point on became father, brother 


ROCHESTER 


Has the finest 
Convention 
facilities. 


* A 10,000 seat Auditorium 
* 20 Meeting Rooms 


* Auditorium lighting creat- 
ing 603.5 KW with 125 
foot candles __ illumination 


throughout 


* Fine sound. 80 mike out- 
lets. 185 speakers through- 
out building. 


* Central location. Walking 
distance from all hotels. 


—— i x A Ol <a a —— 


For information, Write or Phone 


Harold S. Rand, Director 
Rochester Community War Memorial 
100 Exchange St., Rochester 14, N. Y. 
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4 In the Air... = 
/Makes a Meeting Click! 


and companion to the group. Divided 
n_ half, E-nter- 
prise tourists were sheparded through 


approximately 30 


Europe by their guide. 

(juides and tour directors were all 
from World Travel Plan’s parent af 
filiate in Europe, Hotel Plan. They 
operated with split-second timing to 

eet difficult schedules. 

* tourist rush to Europe this sum 


2 + 
Cause OT 


‘r, several alternate plans had to be 
ised tor the High Point trip. 
In Amsterdam and Paris, the group 


was divided between two _ hotels. 


f |} | 

aw 

And you won't wonder what that } 
something is once you've madé the q 
HOTEL NEW WASHINGTON | yobr | 
_ Seattle Headquarters for sales meet- | 
ings-and conventions. It's the atmos- 
phere here that makes a meeting or 
convention really meet with your 
heartiest approval. Whether your 
meetings are large or small, they are 


th 

ue 
It's no wonder that in Seattle, 

HOTEL-NEW WASHINGTON is pre- 


ferred by leading national firms such 


of major importance to us) 
| if 


as Ford Motor Company, A. 0. Smith 
Corporation and Philco for thei meet- 
ing headquarters. Associations also, 
like the Textile and Apparel Industry, 
headquarter here during their, market 
weeks each year. You'll prefer it too 
.,.once you've tried it! i 


} 
| 
| 


A SHINGTON 
A WASHINGTON 


t 
oft a Agent 
= 
7 Util 


Often they had to be d 
three groups to fly betwee: 
planes of different airlines. 


Swift Movement 


No matter how 
scheduling became, the tou 
had the right people at the rig 
on time. ‘They helped to breeze 


complicate 


through customs and othe1 

- 1 
suming activities that plag 
dinary traveler. 


Betty West, Convention Counse 


WESTERN ANNOUNCES 
PROGRAM TO AID 
CONVENTION MANAGERS 


Los Angeles— Appointment of 
Betty West as Manager of its 
Convention Sales Department 
has been announced by Western 
Airlines as part of a program to 
expand its services to conven 
tion and sales méeting managers 

Miss West stated that she will 
carry forward Western’s program 
that has helped to boost meeting 
attendance up to 40%. 

If the convention city you've 
chosen is served by Western 
Airlines, write to Betty West 
Return mail will bring you the 
details of a proved plan that has 
boosted attendance at dozens of 
conventions. 


Western serves these outstanding 
convention cities: 
Seattle-Tacoma Reno 
Portland Paim Springs 
San Francisco-Oakland Phoenix 
Las Vegas Salt Lake City 
Los Angeles Denver 
San Diego Minneapolis-St. Pau! 
Mexico City 


Write Betty West, Convention Bureau 


WESTERN AIRLINES 


6060 Avion Dr., Los Angeles 45, Calif 


The RICE 


Houston’s Traditional 


CONVENTION and MEETING 


Headquarters 


Preferred by smart planners because .. . 


It’s ideally located in the heart of the downtown district. 
1,000 beautiful rooms, 100% air conditioned for year 
*round comfort. 

Newly enlarged, redecorated convention, exhibit and 
meeting area. 

Meeting rooms for 10 to 1400 persons. 

Especially trained, experienced convention staff to insure 
success of your meeting. 

Finest food and banquet service. 

Reasonable room rates, from $5 single and $8 double. 


the 8g, Friendly RICE HOTEL 


. Orr Max Peck 
Pt: Manager Resident Manager 


—— | | | | 


| 
| | 


=getting 3 down 
to business... 


It’s a pleasure to concentrate 

on the business at hand in 

the handsome setting of the 

St. Moritz. Function rooms are 
completely isolated assuring 
privacy and quiet for your group. 
And the famed St. Moritz 
service and cuisine add immeas- 
urably to your affair. Newly 
decorated private function rooms 
accommodate from 10 to 300 
for directors’ meetings, sales 
meetings, luncheons, banquets, 
receptions or testimonial dinners. 
For an especially beautiful 
setting, choose the Sky Gardens 
or Terrace Club, overlooking 
Central Park from high 

atop the St. Moritz. 


| $T. MORITZ 


ON- THE -PARK 
50 Central Park South, New York 
Plaza 5-5800 


Nancy B. Zabel, Sales Manager 


d HOTEL COURT 
ia-N)- “an The Resort with 
an Atmosphere 


Most uplo-date facilities available for groups up to 

200. All guest rooms with TY—Swimming Pool — 

White Sand Beach —Dining Room— Cocktail Lounge — Private Salt 

Bi) Water Lake for Crabbing and Fishing— Three Championship Golf 
~ Courses near and many other attractive features. 


re } 
MAX AK M MITCHELL Overlooking The GULF OF wenco Ge 
PHONE: !Diewood 2-155! 

TWX 389 BILOX Ss MississiPrl 


CONVENTIONS AND 
SALES MEETINGS IN 
PHILADELPHIA 


AIR-CONDITIONED 
MEETING ROOMS 


City’s most convenient hotel. 
400 modern, attractive 
rooms—all with private 
bath, radio, and circulating 
ice water. Finest convention 
facilities—entire floor of 
air-conditioned meeting rooms. 
Closest to everything in Phila. 


Reserve direct or 
through your travel agent. 


Telephone: Rittenhouse 6-3000 


Adele Downey 
Soles Manager 


Bennett Tousley 
General Manager 
For Wining 

and Dining— 

e@ Adelphia Room 
e Coffee Shop 


ADELPHIA HOTEL 
CHESTNUT STREET AT 13TH 
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Look, Mom, Arabic! 


Each day of the Ente rprise Friend- 
ship Tour, Joe Brown sent back a 
news story for his paper. Whenever 
and wherever he happened to have 
a few spare moments, he typed out 
some additional lines on how his 
group was getting along abroad. 

He used the pressroom at Brus- 
sels World’s Fair to type out an 
account of the North Carolinians’ 
experiences at the fairgrounds. He 
tapped away on a pressroom type- 
writer for half a page before he 
glanced up at his copy 

It was all in Arabic! 

When he sat down to type, he 
didn't realize that typewriters for 
just about every language were 
available and he had selected the 
wrong one. 

Imagine that,” he said, “I wrote 
half a story in Arabic and I can't 


even read the stuff 


\ im 
tant sights that the North Caro 
\msterdam 
Brussels and Paris—but they weren't 
With an aver: 
} } 


days in each ( vy. tac 2 


ins missed in London 


f about three 
oup saw 
that might be seen if you spent a 
Il week in each place. Oper ial local 
boarded bu in each city to 
the best sites f nspection. 
day was planned as a 
dash from one historic site to 
(;ulded tours re nte! 
time so that the 
t-see on their own. 
this free time was spent in 
ng. (If goodwill can be meas 
n dollars spent these North 
nians seemed ti ve spread 
goodwill than the Marshall 
They returned with © slim 
ts but bulging luggage. 


Shopping Is Popular 


Io cover the story for the Enter 
prise, Joe Brown was accompanied by 
the paper’s chief photographer and its 
women’s editor. Brown wrote news 
opy enroute while the photographer 
tried to capture High Point’s local 
tizens in dramatic action in the 
world’s capitals. The women’s edito1 

a daily column on sidelights 
ind personalities. This staff of three 
kept a daily barrage of copy flying 
back to High Point 


the biggest sustained story ever car 


W ithout doubt 


ried in the paper’s history. 
First stop overseas for the North 
Carolinians was Shannon, Ireland. 
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Groups of 25 to 530 enjoy the ideal 
accommodations offered here: 


e Entire hotel 100% Air- 
Conditioned. 

e Only New York hotel with a 
fully equipped theatre; 530 
comfortable, spring-cushione 
seats. Can be set up s 
room, auditorium o 


ade shows. 

® 20 soundproof meeting rooms 
that can be expanded to suit. 

e Closed circuit telecasts. 

e Superb catering facilities— 
luncheon, banquet or cocktail 
party. Chefs of world renown. 

e 1200 rooms, air-conditioned 
and thermostatically controlled 
for year-round comfort for out- 
of-town guests. Private bath, 
radio in every room. TV. 
Owner - Management assures personalized 


service. Arrange 1958-59 bookings now. Write 
to Director of Sales for illustrated brochure. 


BARBIZON-PLAZA 


Overlooking Central Park. Just 2 blocks to New Coliseum. 
106 CENTRAL PARK SOUTH AT 6TH AVENUE, NEW YORK 19, N.Y. 


Fe SC 
| a 
Kodak 2 


Equitable 
4 yh 


LrantoLlee 


“Mderwoog 
nuMoin 


NEW YORK CITY ALBANY, W. Y. 


The Manger Windsor ; 
WASHINGTON, D.C. “ROCHESTER, NW. ¥. 


T 


Formerly The Seneco) 


BO TON, MASS. 


The Manger (Formerly The Rowe) 


CLEVELAND SAVANNAH 


The Manger The Monger 


The Manger 


GRAND RAPIDS, MICH. 


SERVICE 


is why America’s 
top companies meet at 


SE RVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested—all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country 
So check with Manger before your next meeting 
see the difference real sERVICE makes! 


Convertion Department, Manger Hotels 
4 Park Avenue, New York, N.Y. (Dept. A-9) 


Please send me full information about Manger 
Hotels meeting and convention facilities. 
Name—— 

Company — 

Title 


Address- 


we've got it d *K 


7K LOCATION.... 


FACILITIES — The right combination for a 
great convention. 

In the heart of Miami Beach. New, Modern, the 
di Lido is the only 350 room fully-equipped ocean- 
front Convention Hotel within walking distance of 
the Miami Beach Auditorium and new 15,000 seat 
Exhibition Hall. This plus our staff's years of 
experience and skill in imaginative convention 
planning... facilities for groups up to 1000...and 
every possible service assures you a successful 
convention. — Contact Frances Crane, General 
Sales Manager, or James Carroll, General Manager. 


BISCAYNE 
ATLANTIC OCEAN 


¢ Ballroom-Banquet Room « 5 Meeting Rooms 

¢ 100-seat Theatre for small meetings MIAMI 

* Complete Recreational Facilities BEACH 
«Two Pools « Beach « Cabana Colony AUDITORIUM 
¢ Supper Club « Coffee Shop & NEW 

¢ Dining Room CONVENTION 
* Two Cocktail Lounges HALL 


COLLINS Ave. 


17th STREET 


COMPLETELY dh, all alll DILIDO 
AIR HOTEL 

CONDITIONED 
LINCOLN ROAD 


Wire, call or write for i. 
complete detailed informaton. é — lp I) \ 
Blk 


400 FT. of OCEANFRONT at LINCOLN ROAD e MIAMI BEACH 


KTiihe wltirmmate im comwentiom 


facilities are im... 


amta Monic=za 


America’s all-year vacationland 


N FAB s ANGELES 


ee Monica’s modern new civic auditorium — an entriely new con 
cept in theater, convention and trade show auditoriums offers 21,360 
square feet of exhibit space, enough for 150 booths. This multi-purpose 
2.750 seat auditorium with adjoining meeting rooms has the latest in 
air conditioning, engineered accoustics and high fidelity sound systems 
1,800 meals can be served simultaneously in the main auditorium with 
500 more in the adjoining wing. Parking for 1,850 automobiles. The 
auditorium is rent free for conventions and there are attractive lou 
rates for commercial and exhibit use. 

Santa Monica offers plenty of the very finest in hotel accomodations. There's 
sport fishing tennis swimming sailing. Home of famed Pacific 
Ocean Park . Close by desert and ski resorts Disneyland . Marine 
and Catalina Isiand miles of clean beaches and scenic drives. Smog 
free ocean-fresh air all year long 


For information write: CONVENTION BUREAU, 
Chamber of Commerce, 109 Santa Monica Boulevard, Santa Monica, California 


There they sampled Irish coffee (or 
ordered Cokes) and shopped for free- 
port bargains as the plane was re- 
fueled. Next stop was London were 
they stayed for three days. 


No Luggage Problem 


From the time they left home until 
they returned to U.S.A., the group 
had little to do about luggage han- 
dling. It was taken from their rooms, 
put onto planes and put into the hotel 
rooms in the next city. Each member 
of the group had the large new TWA 
red flight bags. Slung from their 
shoulders, they created an undulating 
billboard for TWA across Europe. 

After London, the group visited 
Amsterdam, The Hague and nearby 
Dutch towns. This visit to Holland 
proved to be the hit of the trip. It 
included a tour to Volendam 
(where traditional dress is still 
worn), Aalsmeer (where huge flower 
auctions were in progress) and the 
seaside resort of Schevenigen. The 
North Carolinians seemed to like the 
Netherlands best of all the countries 
they visited. 

Brussels and the world’s fair was 
next port of call. Free tickets to the 
fair were included in the tour. At the 
fair, the Enterprise group was given 
an ofhcial welcome reception in the 
main building. Pert Belgium guides 
served drinks and toasts of friendship 
were made on all sides. 


Guides Give Tips on Fair 


The fair’s beauty captivated the 
group. Hotel Plan guides had tipped 
off the group on the best things to see 
at the fair and what to avoid. This 
saved much time for the group and 
illowed its taking in the most reward- 
ng sights. 

Paris was fourth and last capital 
on the tour. By popular demand, a 
special tour was arranged ($15 per 
person) to four Parisian night clubs. 
All other tours were included in the 
original price of the trip “package” 
as was the trip to Folies Bergere. 


Minor Mishaps 


Of course, all the minor mishaps 
ot a group movement were encoun- 
tered: raincoats and cameras left on 
buses, clothing left in rooms, and a 
few upset stomachs from changes in 
water and food. 

One of the group almost didn’t 
get out of Holland. He had packed 
his passport in his luggage. Fortu- 
nately it was retrieved just as it was 
about to be loaded on the plane. 


SALES MEETINGS/Part If SALES MANAGEMENT 


It's a New "Custom" 


Customs procedures at New York 
International Airport are new, the 
Enterprise group discovered. Shop- 
ping-cart type of luggage carriers 
were available and customs guards 
stood at supermarket check-out type 
counters (complete with moving 
belt for luggage 

Newest wrinkle is the invisible 
check of luggage. As it leaves the 
customs room, after being in- 
spected, it’s checked again. One 
member of the group found one of 
his bags had been hauled off the 
porter’s cart and impounded. When 
he went back to find out what was 
the matter, he discovered that 
guards had picked up a signal on 
their Geiger counter now in opera- 
tion. 

It seems he had packed his watch 
in the luggage. The radium dial of 
the watch clicked on the sensitive 
Geiger counter usd by customs ofh- 
cials. When he reopened his bag 
and showed the watch not an 
atomic bomb—he finally was al- 
lowed to take his luggage with him. 


Had Misgivings 


Before leaving New York Interna- 
tional Airport, Joe Brown was not 
sure that the trip was worth all the 
work that had gone into its promotion 
and planning. As the plane touched 
down on the return trip 
it was. 

For two weeks the Enterprise was 
making—not just reporting—news in 
its hometown. It had contributed to- 
ward the “people to people” program. 
It had three of its staff members 
abroad with its resulting educational 
influence. It had established a firmer 
bond with some of its most avid read- 
ers. 


he Was sure 


Will Recommend Trip 


For all these and many more rea- 
sons, Managing Editor Joe Brown 
probably will be recommending trip 
sponsorship to other newspaper edi- 
tors. (Although “sponsorship” is the 
word he studiously avoided. ) 

No one seemed to know what liabil- 
ity fell on the newspaper in event of 
mishap abroad. So Brown tried to 
play it safe by not saying the trip was 
sponsored by the Enterprise although 
it was the “Enterprise Friendship 
Tour.” (He smiles at the paradox, 


too. ) 
” 
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Chicago Automobile Show 
Chicago National Boat Show 
Chicago Sportsman's and 
Vacation Show 
International Livestock Exposition 
ond Horse Show 


International Kennel 
Club Dog Show 


International Dairy 
Show and Rodeo 


Natiofal Metal Exposition 


International Heating and 
Air-Conditioning Exposition 


Republican and Democratic 
National Conventions 


National Packaging Exposition 
Moterials Handling Exposition 


National Machine Tool 
Builders’ Show 


Road Builders’ Show 


and other leading 
expositions 


home of the 
internationally famous 


SIRLOIN ROOM 


where the steak is born 
Private dining rooms and 
meeting rooms 


Four Seosons and Harvest 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 
international 
Amphitheatre 


. is the 
natural spot for your next meeting. The Inter- 


Chicago . . . the convention city . . 


national Amphitheatre has the facilities to 
accommodate meetings, conventions and exhi- 
bitions of any size. 
585,000 Sq. Ft. Exhibit Space 
Air Conditioned Arena Seats 13,500 
New Public Address System 
Parking for 7,500 Cars 
Individual Halls 4,000 to 180,000 Sq. Ft. 
15 Minutes from the Loop 
Direct Your Inquiries To 
M. E. Thayer, General Manager 
Many Smaller Rooms 
Available... 


Adjoining Nationally 
Famous Restaurants 


Adjoining the Amphitheatre . 


Stock Yard Inn 


A charming atmosphere housing some of the world’s 
most famous restovrants. Complete facilities for sales 
meetings, banquets and special dinners for groups of 
25 to 800. It will pay you to write for literature, 
plats and banquet menus. 

Direct Inquiries to 
Mr. Robert Foss, General Manager 


banquet rooms 

Post on Room q 

private meetings 4 A hi h t 
Saddle ond Sirloin nternational mphitheatre 


Club facilities 


Now one of the 
Treadway Inns 


42nd and Halsted @ Chicago 9, Illinois 


THE Treadway 


MANOR 


ASHEVILLE, N. C. 


Open all year... 
. personalized attention 
wonderful atmosphere 
for a successful convention 


Our enlarged facilities include comfortably alr- 
conditioned meeting rooms, dining rooms, and our 
own theatre-auditorium. Swimming pool, shuffie- 


board and other relaxing recreation. 


In the scenic Great Smokiles-Blue Ridge region, 
The Treadway Manor is just a matter of hours 
by air, roll or motor from most major cities. 


For information, write Michael A. Byrne, Innkeeper 


The Treadway Manor, Asheville, N. C. 


MINUM struct dome 
>»f Gardner, Robinson, Stier 
heim & Weis created inter 

ise of its obvious 

appeal and amount of 
nner display space t 
offered within booth dimen 
t can be covered 


outdoors 


This Is How 
Exhibit Producers 
Show Their ‘Wares 


tew departures from conventio1 
exhibit design at Exhibitors Advisory Council's 
nual clinic and Show tor Shows. 

If new deas were tew they matched the small 
attendance at sessions held adjacent to the exhibit 
area on the fourth floor of New York's Coliseum. 

, : i Most exhibit space was taken by display builders 

| A There were less than two dozen exhibitors in all. 

~~ — While each booth may not have cffered unique pres 

ANOTHER GRS&W introduction was the audio wand—a hi-fi closed-cir 


entation methods, personnel on hand included 
cuit radio system which transmits messages to exhibit viewers without wires. 


best “brains” in the exhibit business. This gave s] 
visitors an opportunity to discuss problems with 


' 
play company p1 pals as well as salesmen 


Most Techniques Not New 


Most exhibit tech: ques inveiled at the show 
were not completely new, but their effectiveness was 
ipparent. Those who viewed each exhibit carefull; 
ould come away with some excellent idea starte 

Nobody anticipated a heavy attendance for 
for Shows, but few would have predicted t 


tremely low registration. At most concurrent sessions 


y 
4 tes =" 
= 


—< - 1} ~ } 
y ‘ there were seldom more than 50 people on hand 


never more than 100 non-exhibitors or non-speakers 


in the audience 
Results Please Some 


Even with low attendance, some exhibiting con 

panies were pleased with results. hey indicated that 

DISPLAYERS' booth was designed to show European influence on U.S. one or two good prospect contacts was worth the 
exhibits and to publicize company's integrated long range programming. exhibiting effort. 
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IVEL presented a new use of remotely 
controlled closed circuit TV as an 
audience participation device, Four 
of the modular units created for 
Bakelite made up booth background. 


Units have been used in 122 shows. 


> 


GARDNER DISPLAYS’ booth played 
up company’s flair for unusual anima- 
tions with a large animated tiger and 
mechanization of Gulf Oil Corp's 
Hydroisomerization process. Colored 
transparencies showed atomic and 


missile display installations 


FEATURE of the Gardner Associates 
and Bertell, Inc. combined exhibit 


were live performers demonstrating 


the techniques of phonomimic and 
product demonstrations. Exhibit also 


announced Creative Design service 


qunuaun sanooures. 


SEPTEMBER 19, 


SLIDE PROJECTOR in Genera 
hibits and Displays Inc. booth de 
strated new Synchrotape sound 
which synchronizes animation 
sound. Plastic, plywood and stainles 


steel were used in booth construction 


14 Ways to Make 
Your Small Meeting 


A Big Success 


BY WILLIAM RADOS 


Sales Training Consultant 


What's the best place to hold your 
meeting? At the spot 
< losest to the custome! ! 

Why ? sec ause 
know-how generated at the meeting 

1 go to work immediately and with- 
lilution on the key job upping 

This is why more and more 
sales managers this year are turning 
to small, local meetings 
follow-up to, or replacement for, large 


next sales 
enthusiasm and 


Cal 
out ¢ 


sales. 
either as a 


national conventions. 

When done right, the little meet- 
ing pays and pays and pays. But, the 
little meeting also poses a_ special 
problem: It must get results without 
benefit of split-second timing and im- 
pressive hoopla inherent in the mon- 

national convention. 

Fortunately, it can 

results when you follow certain 
Whether you run 


only one meeting for 20 salesmen, or 


and does - 
time tested I iles. 


100 small, local meetings, these rules 
vill produce more from the effort and 
budget expended. 
ic to all the 
mecting as a sales-making vehicle. 
Companies hold meetings for many 
to entertain, inform, moti- 
vate, socialize. But, new trend to 
development as the chief 
goal of a meeting is described by 


rules: plan the 


reasons 


business 


138 


Plan meeting as sales-making vehicle 


Decide on end-result; build your meeting around it. 
Give each salesman an activity quota. 

Get salesmen into the act. 

Stimulate with showmanship. 

Schedule meeting for Monday morning. 

Save best for last. 

Allow time for planning, production, rehearsal. 


Promote with imagination. 


Make it easy for the meeting leader 


9. Set up a timetable. 

10. Mechanize with a visual track to run on. 

11. "Manuelize" complete procedure. 

12. Encourage salesman application with take-away kit. 
13. Train the trainer. 


14, Audit results and file. 


Bill Rados bases this article on 
extensive experience, including his 
organizing a campaign of 1,500 local 
meetings for Admiral Corp. dealers. 


Rodger Jackson, managing director, 
Laundry and Cleaners Allied Trades 
Association: : 

“No matter how funny the stories 
that panic the meeting, when we get 
back to our offices and face realistic 
problems we find humor useless. 
Greatest value anyone can get from 
attending a meeting today is to come 
away with meat-and-potato answers 
to his selling problems.” 

In line with this current view- 
point, here are several tips on how 
to plan your meeting as a vehicle to 
increase sales. 


|. Decide on end-result; build meet- 
ing around it: The end-result is some- 
thing tangible such as introducing the 
new line, opening a quota of new ac- 
counts, selling the high-profit item, 
combatting competition, justifying the 
price. Whether your small meeting 
runs 30 minutes or 30 hours, design 
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it so that everything said and done 
develops maximum _ understanding, 
acceptance and enthusiasm for the de- 
sired end-result. 

I know it’s a temptation, while you 
have them all together, to try to cover 
the waterfront from “A” for adver- 
tising to “Z” for zeal. But, key 
value of the small meeting is prox- 
imity to customer. You get most 
salesmaking action when you concen- 
trate on one key subject that points 
your men in the desired direction. 
And in this sales-making connec- 
tion 


2. Give each salesman an activity 
quota: Sales are the consequence of 
effort by salesmen. When he does 
better he sells more. 

Emphasis of the meeting should be 
on “how to sell more.” 

This “how-to” will vary with the 
desired end-result and may be quota 
of daily calls, or surveys, demonstra- 
tions, checking dealer stock, presenta- 
tions or techniques for handling price 
resistance. 

For instance, a study that I made 
for one firm reveals that salesmen 
who make twice as many calls sell 
four times as much as the other men. 
Therefore, sales meetings stressed — 
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| *20,000,000 


| SUCCESS 


THE DEAUVILLE CELEBRATES 
PREMIER YEAR WITH RECORD- 
BREAKING CONVENTION BUSINESS! 
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CCLAIM POURS IN FROM NATION'S 


LEADING ORGANIZATIONS 
“Par excellence.” 
International Business Machine Corp., |.B.M. 
“Convention was one of the finest in history.” 
Florida Retail Liquor Dealers Association 
“The most beautiful hotel in the world.” 


Nat'l Postal Transport Association 


“Nothing but praise.” 
Nat'l Institute on Crime & Delinquency 
“The biggest and best convention ever.” 
Housing Authority, City of Miami 
“Complete satisfaction.” 
American Petroleum Institute 
“Surpasses any previous convention.” 
Protective Life Ins. Co. 
“Details carried out to the ’nth degree.” 
Fla. R.R. & Public Utilities Commission 
“Convention executed flawlessly.” 
Phi Lambda Kappa Fraternity 
“The Deauville made all the difference.” 
Watch Material Distr. Association 
“Completely successful.” 
Fla: Consumers Finance Association 


“All members highly pleased.” Servall Co. 


(8 EAUVILLE 


550 FEET ON THE OCEAN AT G7th STREET, MIAMI! BEACH, FLORIDA 


THE REASONS ARE CLEAR! 


THE DEAUVILLE, conceived as a magnificent convention-hotel, engineered in advance 
design, architecture and decor, offers the perfect setting for smoothly functioning con- 
ventions, regardless of size. This ultra-modern 600 room convention luxury hotel, 
occupying two blocks on the Atlantic Ocean in the Heart of Miami Beach, is an 
IRRESISTIBLE invitation to business, pleasure and relaxation for delegates and 
their families. 


The DEAUVILLE CONVENTION HALL, over 21,000 square feet of unobstructed 
2 500 


floor space, comfortably seating 3,500 people theatre-style accommodating 2 


people banquet-style. Sound-proofed sliding walls can be partitioned into two or three 
more areas for smaller groups 


35,000 SQUARE FEET OF EXHIBIT SPACE 


AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 


“Projectioneered” for conventions, SUPER-abundant for the most demanding 


display purposes. Heavy exhibits are handled by powerful elevators that can 
lift a truck HYDRAULICALLY from the loading ramp to the auditorium’s stage 


12 ULTRAMODERN COMMITTEE MEETING ROOMS FOR 50 OR MORE. 

20 SPECIAL ROOMS FOR SMALLER GROUPS. 

NUMEROUS Press Rooms and Work Shops, complete with telephones, typewriters 
for press releases. Projection Room with complete visual aid facilities. 
PLANNED FOR PLEASURE 

2 swimming pools, and 550 feet of private ocean beach—the Cabana Colony, putting 
greens and sun decks for fun in the sun! 


2 magnificent night clubs, featuring great name bands and stars of Broadway and 
Hollywood! 


Miami Beach’s only indoor ICE SKATING RINK...one of the many DEAUVILLE 
pleasure exclusives! 


Write, wire or phone 
DICK ELTERMAN 
Director of Sales 


the IN A CONVENTIONAL > 


FOR MEETINGS: 11 fully equipped meeting rooms seating 10 to 575 


theater-style and 725 banquet style. Three dining rooms. Garden ban 
ATLANTIC CITY. N. J. 


queting in “The Glen’. Complete up-to-date convention equipment 
including projection and public address systems 

Outstanding Facilities 

at Sensible Prices 


FOR RELAXATION: A spacious tropical playground for carefree between 

meetings recreation e Every room with private terrace and ocean 

view e 2 full blocks of private sandy beach e Luxurious pool and cabana 

colony « Golf Driving Range e Cocktail Lounge e Smart Supper Club 

e Delicious meals e Free parking on premises e Fully air-conditioned 
If you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
investigate the facilities at the Jefferson 
. Atlantic City's leading moderately 

priced hotel, Famous for its excellent 


e Turkish Bath e Solaria 

FOR KNOW-HOW: An experienced, imaginative, Convention Staff will 
cuisine and outstanding facilities, the 
Jefferson's completely trained convention 


be on hand to offer you new and helpful convention ideas 
staff is your assurance of a most success- 
ful meeting 
@ UNEXCELLED LOCATION i la 
—in the heart of the resort, Dir. of Sales 
convenient to railroad and 
bus terminal. 


Write for complete details and illustrated brochure or Phone 


N.Y.: PL 5-3344 Chi: Fi 6-2979 Bost: LI 2-2036 Phila: En 6291 


BAAALAM,O 


MI4H THo=-F MOPrVU Mra mHOOT 


BANQUET ROOM — seat- SPACE ..6 worer- Poot. casanaccius 


ing 880 persons. OCEAN AT 98th STREET, BAL HARBOUR, MIAMI BEACH 
SEPARATE MEETING —_—— 


ROOMS accommodating 35 
to 350 persons. 


EXHIBIT SPACE of over 


saunomeor nico | J (@\((@ THE QUEEN AND ME 
DITIONED auditorium. \ 
250 COMFORTABLE 


ROOMS in the Jeff 
EXPERIENCED “STAFF to DINE ROYALLY 


to 
handle all details. 


Harold L. Miller, General Manager 
Telephone: 5-0141 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 
ay ae JACKSON, MISSISSIPPI - BEAUMONT, TEXAS 


CRUISE to NASSAU 


9 Every Monday and Friday 5 PM 
For MEETINGS and : 3-Day Cruise — two nights at sea, 
CONVENTIONS E two days and a night in Nassau. 554 
up 


Name Badges, stick on any Gar- | = SS All outside staterooms, all Meals, 
ment. No pins or buttons. the ship is hotel all the way. 
ONLY 5c Each I" Make these fun-packed Round Trip $39 up 


. Air-conditioned dining room and cocktail lounge, 
IMPRINTED _ 3-Day Nassau Cruises ‘Aeninta Ae - 
eg. g to ship’s orchestra and entertainment. 
KEN MORRISON 1000 lots . . . less 6c each . G4 part of your 


By: yg A program to help, Arrange for your Members to come a few days 
Send copy. Guaranteed. _ build Convention early...or stay later for needed relaxation... 
. atte c ; by sailing overnight to colorful foreign Nassau. 
FREE SAMPLES — Glad to send them ._ attendance. y sailing overnight to colorful foreig 
Order from Frank D. Jackson, FOR COMPLETE INFORMATION WRITE 


SAGEERS, 995 Goto S., Dene W SSS P & O STEAMSHIP COMPANY « P.O. BOX 1349 « MIAMI 8, FLORIDA 
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not the number of sales to be made 
but the number of calls to be made. 

Salesmen don’t have the broad sta- 
tistical base of what it takes to get an 
order. You do. Many, 
ing has upped sales simply by spelling 
effort. ‘This 
emphasis on sales-making action can 
be furthered by 


a sales meet 


out the required daily 


3. Get the salesmen into the act: 
From the viewpoint of using a meet 
ing as a sales maker, chief advantage 
of the small group is that each man 


When 


a salesman with a problem gets the 


an get individual attention. 
answer, he charges out loaded with 
high-octane enthusiasn based on 
know-how that specifically serves him. 
That a 
properly planned and executed little 


And his sales curve rises. 


meeting pays off is shown in the fol- 
lowing compariso1 
Here is a comparison of two meet 
rs run by the same manufacturer 
lor two groups of dealers, located in 
different states, but otherwise reason- 


ably identical. 


national training program, used Bag 
of Knowledge to point up to Hot- 
point dealers that they had a huge 
baz of product features to demon- 
strate. 

Once the theme has been settled, 
dramatize it. Sales consultant Ralph 
Cameron tells a_ pertinent 
story. That's good if you can tell 
belly shakers. Sales trained Ed Heg- 
arty displays the local paper and cites 


Tunny 


a news item that illustrates the theme. 
Zenn Kaufman, merchandising con- 
sultant, introduces the real Johnny 
of “Call For Philip Morris” 
I exhibit a showcard with “the fun 
damental law of ™ 


tame. 


increasing sales, 
which is “earn more, sell more, do 
more.” 

Large firms that hold dozens of 
local meetings use such visual re 
minders as silk-screen banners, pen 
nants, blow-ups of product. McGraw- 
Hill Publishing Co., Inc., and othe: 
companies distribute notebooks, pens 
neckties, calendars and key chains 
ill decorated with the meeting theme. 


For small budget meetings, one 


Group A (27 men) 


Subject 
Instruction method 
Number of men who said they 


got something out of it 


Sales attributed to meeting 


product 
installation, operation 


straight illustrated 
lecture 


Group B (25 men) 


benefits of product to 
buyer, steps of the sale 


manufacture, 
50-50 presentation and 
group discussion 


22 


$103,000 


successful meeting featured 


how-to-sell plus audience participa 


tion 


Novel quiz: One means of making 


nteresting is 
around a TV 


Numerous sales meetings have 


iudience participation 
to develop a stunt 

show. 
been built on such formulae as Drag 
net, Arthur Godfrey’s Talent Scouts, 
$64,000 Question, Beat the Clock, 
Do You Trust Your Wife. (Cau- 
tion: before you make too literal a 
copy, check your firm’s attorneys.) 
It is a good rule in a small meeting 
to allow 30-50% of total time for 
audience participation. Another small 


ing tip Is 


4. Stimulate with showmanship: 
Once the meeting adjourns you want 
your men to remember to apply bet- 
ter effort. A theme helps. For in- 
stance a slogan such as Spring Rouna- 
up is used successfully by the gas 
range manufacturers. Hotpoint, in a 
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| 
rental of stock mo- 


popular pol cV Is 
tion pictures on basic salesmanship. 
Check your local Sales Executives 
Club.) Since key objective 


crease sales oe 


5. Schedule meeting for Monday 
morning: Since big appeal of the small 
meeting is closeness to customers, ideal 
Monday morning. By 11 
o'clock, men can be out, with stars in 
their eyes, calling on prospects. Next 


best Is 


time 1s 


Evening 
and week-end meetings are worst due 
to time lapse in getting to the pros- 
pects. Again, with the eye on sales... 


Tuesday morning. 


6. Save best for last! End 
meeting on a high note. This is the 
time to announce whatever news will 
put your people into emotional orbit. 
At the end of Revlon’s first year with 
the fabulously $64,000 
Question, Adam Lynn, vp sales, ad- 
journed his sales force against the 


Vou! 


successful 


No convention is too 
LARGE... 
no sales meeting is too 


SMALL... 


We are SPECIALISTS 
who know how to 


GET IDEAS ACROSS! 


That's why so many of America's big 
gest advertisers and national associa- 
tions retain us to 


WRITE 
EDIT 
DRAMATIZE 
PRODUCE 
and DIRECT 


their important 
SALES MEETINGS 
NATIONAL CONVENTIONS 
PRODUCT INTRODUCTIONS 
CLOSED CIRCUIT TV 
PRESENTATIONS 


For full information, case histories, and a 
FREE copy of a Glossary of humorous Indus- 
trial Showmanship terms, please write or 
telephone 


ALAN M. FISHBURN 


PRODUCTIONS 


79 West Monroe Street 
Chicago 3, Illinois 


DEarborn 2-0657 


‘A WONDERFUL SPOT 
or 
EXECUTIVE CONFERENCES 


GREAT OAK 
ng iett ons YACHT CLUB 


on the beautiful upper 
Chesapeake Bay 

Less than an hour by plane from 
New York to private airfield on 
Great Oak’s 1500 acre estate. Only 
two hours by car from Philadelphia 
or Washington. Private yacht 
available for transportation across 
Chesapeake Bay from Baltimore to 
Great Oak. Superlative lodging and 
modern meeting space available for 
groups up to 80 persons. There is 
auditorium seating for 200,three dining 
rooms, three cocktail lounges, 
marvelous Eastern Shore cuisine. 
Completely air conditioned. Open 
year round—every seasonal sport can 
be enjoyed on estate. You'll “‘get 
things done”’ at Great Oak. 
WRITE FOR BROCHURE—sce why Great Oak 
is called ‘The Key Largo of the North”. 


GREAT OAK 
LODGE and YACHT CLUB 


Fairlee Creek, Chestertown, Md. 
Robert C. Trier, Jr., General Manager 


WORLD’S FINEST 
5 * CONVENTION SITE 


FLORIDA 
ee = 


Famous GOLD COAST Cities 
MIAMI BEACH FORT LAUDERDALE 
Your National flight is as MIAMI BOCA RATON 
HOLLYWOOD THE PALM BEACHES 
glamorous as the Gold Coast! SUPERB CONVENTION FACILITIES. Convention Hal © Sale 


Presentation Equipment and Assistance ¢ Restaurants. WONDERFUL 
RECREATION FACILITIES: Fishing « Golfing ¢ Bathing « 


COMPLETE CONVENTION SERVICE 


; CONTACT CONVENTION MANAGER 
@ Fast modern Club Coaches and World-famed Star L 
e me : : or assistance in all phases of your transportation 

flights. National’s Half-Fare Family Plan, Excur- planning, contact any National Airlines ticket office 

sion Fares, and Go Now - Pay Later Plan help or write or wire: 
build attendance Convention Manager, National Airlines, Ine 

; ‘ : P.O. Box NAL, International Airport 

Miami 48, Florida 


National’s trained personnel gives you prompt, 


courteous, professional service. 
FLY 
@ National serves more Florida cities than any other 


airline —and a grand total of 36 cities plus Havana. 
AIRLINE OF THE STARS 


Dallas’ Finest 
Conwention Hotel 


ABAKER. .... 


700 Rooms and Baths, completely 
modern, and air conditioned 


. 


SOOM AR 


-satasee> MAY 


¢ Heart of Downtown Dallas 

¢ Perfect Exhibit Space 

* Numerous Meeting Rooms 

¢ Comfortable Modern Coffee Shop 


$ 


Ls 
_- 
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Advantages of 
Small, Local Meeting 


1. No chance for stimulus to wear 
off, new ideas to be forgotten. 
Minutes after a local meeting ad- 
journs, salesman can be out working 


on prospects 


2. As contrasted with bringing a 
large organization into one central 
point, expense is much less; men lose 


less time from their jobs. 


3. Dozens or even hundreds of 
local meetings can be held almost 
simultaneously, limited only by num 


ber of local meeting leaders. 


4. Everybody" can be reached 
locally as contrasted to national con- 
vention which seldom draws maxi- 
mum dealer or salesmen attendance 
due either to cost or to requirement 
that somebody must stay home to 


mind the store 


5. Even when you do hold a cen- 
tral convention, maximum payoff re- 
sults when you follow-up with meet- 


ings on local level. 


of “Count Your Bless- 
ings’ and ended the meeting on the 
highest emotional note I have ever 
witnessed. When Bill Blees was 
GSM for Nash, he “played” in the 
special motion picture “How Far, 
How Fast?’ at the end of hundreds 
of Nash dealer meetings. 

Another alternative that I have 
used is to have the vp sales address 
the meeting by long-distance _tele- 
phone that is amplified — effective 
and inexpensive. A tape or wax re- 
cording is another practicality. 


7. Allow time for planning, produc- 
tion, rehearsal: Depending on_ indi- 
vidual circumstances, it takes any- 
where from a few weeks to several 
months to plan and produce the fin- 
ished meeting. Somebody has to decide 
on the pattern, write scripts, lay out 
visuals. Other people have to approve. 
Production people have to duplicate, 
letter, paint and print. Still other 
hands must package and ship. Finally 
the meeting chairman must receive the 
kit and familiarize and rehearse him- 
self. 


One leading company waited until 
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a complete moving service for 
your displays and exhibits 


Wheaton assures ON TIME 


deliveries to shows and conventions. 


f 
é 


the safest distance 
between two (or ten) 


points 


Nan Listed Suc. over 500 agents all principal cities 


— aaa In the West, call 


General Offices, Indianapolis, Ind. 


os 


.. «YOUR NEXT 
CONVENTION 

“THE GOLF CAPITAL 
OF THE NATION” 


HOTEL 
“THE SOUTH’S LARGEST 
CONVENTION RESORT HOTEL” 


\ 
| ¢ 10 function rooms—all air- 
| conditioned 
(banquet capacity—1000 

| meeting capacity—1200) 
|  * 400 guest rooms—many air- 

conditioned 
\ ¢ 12 acres of beautiful grounds 
| featuring Olympic Swimming 

Pool, 18-hole putting green, 
| 

Free Parking 

l ea staff of convention specialists 

| « Superb cuisine 

| ° Nightly entertainment 

| 


RESORT OF PRESIDENTS 


HOME OF THE . 
“MASTERS TOURNAMENT 


Information and literature on request: 
M. W. WITHERSPOON, SALES MANAGER 


good old even exclusive dealers nany wont man oO ‘xecutive and not a protes 


>» 
t poor show unless you whet their curiosity sional plattorm man. How are you 


th advance promotion, then follow voing to get him to put on an at least 


ind the WW 
an out ip by phone the day betore. In sell- tair meeting? By providing him with 
seen ing your meeting with bulletins vo i semi-automatic” manual. | } 
e in the direct-mail advertising busi in read he can run a meeting 
So the man to ign to this Everything he needs 


be in that manua 


9. Set up a timetable: . 
8. Promote with imagination: the meeting. So... make it easy for orking timetable tor a 
nen must attend. ut the ting leader. neeting goes like this: 
with greate nt ip tio man Oo rut y ul ittle 1. Welcome, purpose ot 
n n I pri ‘ting, gathering of 
those pres 
introductions 
ire presentatior 
personal or film 
} Dy in itized part 


SPOTLIGHT YOUR CONVENTION ey 
» NEWYORK ae gh 


contacts lui 


at the Hotel : 7 . ng next 30 davs 


Closing remarks, as 


NEW YORKER|*: ce 


New York’s largest skyscraper hotel—the New 
Yorker, tops for convenience and Convention 
facilities plus the “know how” of an experi- 
enced Convention staff 

2500 rooms—125 suites—25 meeting rooms 
358 show rooms and large exhibit space. In the 7 4 
heart of the city’s trading and entertainment ys x . 
area. Direct subway to Pennsylvania Railroad Ne - Conventions Work 
Station and Long Island Railroad. Center RT 
Auditorium adjacent to the hotel (capacity F 


3500 New York Trade Show building diag- eH ln Las Ve as 
onally across the street. ' 3 : 


Write, phone 


(LOngacre 3-1000) . 5 cs , Already having 
) eletype (NY . ’ 

1.1384) Jack Pot- hosted 800 con- 
ter, Dir. of Sales , x 
ventions and sales 
meetings with 


200,000 delegates, 
Las Vegas will soon 


at 8th Ave 


Cn have a new $5.- 


000,000 Conven- 
aes : 
JOSEPH MASSAGLIA IR. CHARLES W. COLE. Gen. Mgr. ten Genter. Ber 


SANTA MONICA, CALIF. Hotel Miramar H : 
ee poe tg SAN JOSE. CALIF. Hotel snes Chie q etal s write to 


* 

7 

@ LONG BEACH, CALIF. Hote! Wilton . 
© GALLUP, N.M. Hotel El Rancho Las Vegas Conven 
@ ALBUQUERQUE, Hotel Franciscan ° 

© HONOLULU Hote! Waikiki Biltmore tion Bureau, 1030 
® WASHINGTON, D.C. Hotel Raleigh : 

© HARTFORD, CONN. Hotel Bond South Third, Las 
® CINCINNATI, O. Hotel Sinton V N d 

® PITTSBURGH, PA. Hotel Sherwyn egas, INevada. 

® DENVER, COLO. Hotel Park Lane 

@ NEW YORK CITY Hotel New Yorker 
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ipproximately 60 
shown. 

With a timetable like this to guide 
him, your meeting leader’s job is 
made easy from the start. Next step 


iking it easy Is 


10. Mechanize with visual track to 
run on: Cheapest and quickest way 
to onduct ua mee 9 1S with 

HH p-ove! art I ‘rie show 
cards. Such a chart makes it easy 
TO our meeting leade ind also 

istically cuts the time requirement. 

exan ple, Walter B inauer, Lily 
lip Cup, found that a three-hour 
ng was cut to 30 minutes by 
a flip-over chart. (For techni 
ils see ““Will ‘They Walk Out 
Visual Aids” in October 5, 

1956, issue, SALES MEETINGS 
Charts or show irds are your 
story You speakel shows 
one chart at a time, elaborates briefly 
then shows the next hart. About 
100-200 words per chart is ample and 
in be delivered i n to two min 
\ short pitcn “ach chart 
meeting livelier and 


your speaker. 


JDISTINGUISHED 
€ ONVENIENT 
ATTENTIVE 


\ tradition of distinguished 
SC} 1e¢ to the d scriminating. 
Convenient to New York and 
Philadelphia. 

Attentive to your every wish. 


Complete facilities for groups to 
400 during June and September. 


Essex & Sussex 
Spring Lake Beach, N. J. 


For full information write or phone: 


F. F. Schock, Sales Mgr. GlIbson 9-7000 
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elaborate as your budget permits: However, that’s the ha: 
automatic picture books, wax or tape sides, if you require a numl 
recordings, product-in-operation or to conduct small local meet) 
use, miniature or enlarged product will want the same uniform sto 
mock-ups, rented stock slide films or ered in every meeting. So it’s s 
motion pictures, custom-built slide o ird practice to furnish amateut 
motion films. ing leaders with a script 

In onnection 
eas) 

ing language not formal w 

11. ‘'Manualize" the complete pro- style. Put one subject or 
cedure: Occasionally I find a work paper is cheap—and double 
ing salesman or executive who can space it. Key subject to vis 
take a t otf headline charts and vide instructions for unning 
build his own talk around them ence 


participation stunt 


Skytop Club proudly presents 


A new concept in resort meeting rooms 


The magnificent LAUREL ROOM ...3000 uninterrupted square feet of 
beauty and sheer comfort. Completely air-conditioned, separately ventilated; 
multiple speaker, low-level address system. Variable lighting up to classroon 
intensity or complete blackout. 12’ x 20’ stage. The newest of 12 handsome, 
private meeting and dining rooms. 


OPEN ALL YEAR. Every possible recreational activity is here in the seclusior 
of our 5500 acre estate, including a championship 18-hole golf course. 
Skytop is only 3 hours by car from New York or Philadelphia. Serviced by 
main line of D.L.&W. Railroad, and American, Eastern, TWA and Allegheny 
Airlines, N.E. Ext. Pennsylvania Turnpike and other fine highways. 


WRITE FOR CONFERENCE BOOK 


ShYIOP CLUB 


Secluded in the Poconos 
Box 30, Skytop, Pennsylvania Phone: Cresco 7401 
Wm. W. Malleson, Jr., General Manager 


CONVENTION PLANNERS WITH THE 


“Ovecutive Touch” 


KNOW THE WISDOM 
IN SELECTING 
THE SKIRVIN ... 


Why? Because the Skirvin is a proved 
ccess for conventions or sales meetings 
al any size. Fine food, handsome surround- 
1gs and comfortable atmosphere are the 
subtle yet apparent, attractions at the 
Skirvin . . . plus the cooperation of a 
friendly, experienced staff. And, the 
Skirvin’s new “Executive Suite,” a 
luxurious paneled room featuring a 
walnut table 32 feet long, is now 
available for smaller disting- 

vished events . . . ideal for 

Board of Directors’ meet- 

FIVE HUNDRED au ings. Write for our 
BEAUTIFUL ROOMS Mies 0 detailed “Facts File.” 


COMPLETE AIR 
CONDITIONING 
CLOSED-CIRCUIT 
TELEVISION 


—_—, 


Skirvin 


OKLAHOMA CITY 


Broadway at Park Avenue DAN W. JA 
CEntral 2-4411 Teletype OC 532 President and { ene 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 


DELEGATES AGREE 
“*TOPS'' FOR CONVENTIONS 


Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
—splendid meals—health baths— 
music for dancing twice daily. 


GEORGE B. BRUNI 
Vice President & General Manager 


ADA TAYLOR 
Director of Sales 
Telephone Atlantic City 5-!2 


ONE OF AMERICA’S 
BEST CONVENTION HOTELS 


In the center of everything, 
and the best in convention 
and group facilities 


© Private meeting rooms of every size 

® Private Beach © Olympic Swimming Pool 
® Cabanas ® Tennis Courts 

® Putting Greens @ Golf Facilities 

© Excellent Convention Staff 


amelback Inn 


One of the world's Great 
Vacation Resorts 


PHOENIX, ARIZONA 


GOLF AT ADJOINING PARADISE 
VALLEY CLUB 
NEW CONVENTION 
ROOM FOR GROUPS 


Convention Manager 
for Full Information . 
ON THE OCEAN AT 23rd ST., MIAMI BEACH 
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With a little re- 
such a complete manual gives 
the needed know 


meeting topics. 
hearsal, 
your meeting leader 
and confidence. 

on the key issue ol 


how 
sales- 


12. Encourage salesman application 
with take-away kit: envelope 
furnish 


In one 


each salesman at the meet- 


ing with a complete kit. Include 
ies of all 

data sheets, a sell on 
eftort and all othe: 
materials small, 
notebook for ideas which develop dur 


cop 
tormal presentations, prod 
exerting 
greate pertinent 
plus a wire-bound 
ing audience 


Wher 


participation. 
all materials are ready, you 
tO. 


Now that 


“manual- 


13. Train the trainer: 
| 


Nave 


mechanized and 
, train your meeting 
bring them 
at some central point for 
A week o1 
way to 


yOu 
ized” the meeting 
leaders. Best 


all together 


rehea sal session. 


way is to 


more 
train 

them get 
program exactly 


S ideal, bec ause 1@ 
leaders IS 

rehearse the 
will put it on later in the 
takes time. That’s why 


many companies settle for one or two 


meeting 
up and 
as they 
field. ‘his 


days 
home-office 
onduct local train-the-traine1 
do it by co 
method 


Inc reased > ales 


ives: send out 
Staff to 
sessions, or 
Whichever 
final results 
in proportion to the 


rrespondence. 
select, the 
will be 


tral ining you give 


you 


your trainers 


14. Audit results and file: No meet- 
ing is complete without a filed re 
action trom the salesmen. Various 
ways do this: Ask men to write 
down answers to two questions. 


(1) “What did you get out of the 


meeting: 
(2) ‘What 


suggestions do 
have for the next meeting?” 

allows the 
their beefs 


This 
to tactfully 
and thereby 
n planning or execution. 


second question 
bellow 
exposes any 


guys 
weaknesses 
When it’s 
a long open forum 
towards the 


meeting, run an 
end in which the 
covered. In 
cases where men tend to clam up in 
ask the leade1 
executives to step 


same 
two questions are some 
the presence of bosses, 

ny company 
outside while one of the 
chairman of that particula 


audience is 

appointed 

SCSSIOTNL, 
For you 


ask for nothing 


leader's 
more than bare a4 
You can, 1f you 
sh, ask the rate the 
ing. | looking ove! 
thousands of such reports have neve1 


meeting repo! 
essen- 
tials on a postcard. 
leader to meet 
always do, but 1 
found any meeting that was otherwis« 
than great, wonderful, 

That’s why I like the two questions; 


they do develop some realistic in 


1 
ex ellent 


tori ation. 

Since sales meetings are a perma 
ideas that will lead 
results pay for 


4 


Mixture, any 
themselves. 


on the cool Sound... 


Eastern Point, 


One of America's finest 
resort hotels. Beautifully 
2'/2 hours 
Boston. Internationally famo 
cuisine. Endless superb sports f 
cilities including a meticulous 
maintained private 
pionship golf course. 


Groton, Conn 


summer 
located 
from New York and 


us 
a- 
| 

Df 


18-hole cham- 
Olympian 


salt water pool, tennis, and fishing 


in the breeze-swept sound. 


Complete convention 
and accommodations for 
of 25 to 600 persons. 


Directly accessible by super hig 


facilities 
groups 


h- 


ways and hourly air conditioned 


trains via Penn. R.R. 


N.H. & H. RR. 


An international 


and N.Y., 


reputation for 


upholding the finest traditions of 


luxury hotel-keeping. 


For complete information address 


MAURICE PFURSICH 
Convention Manager 
1303—250 West 
New York 19, New York 

—CIrcle 5-6374 


Suite 


Phone 


57th Street 


LPP LD LDL O_O 


WHERE BUSINESS 
IS A PLEASU 


pS = 


je YOu DONT Pe 


faye 


2c 
nr ... 365 DAYS A YEAR 
In the beautiful POCONOS .. . only 
3 hrs. from N. Y. or Phila. Unsurpassed 
facilities for any Convention, Meeting 
or Group Outing. Comfortable rooms, 
superb cuisine ... and don't over- 
look either, the excellent sports & 
recreational facilities. Dancing every 
evening in our magnificent "Club 
Suzanne” . the largest night club 
ballroom in the Poconos, 


rane z, Mom day 


—— SALES MEETINGS apc 


AZ Ao n re que s 


—= 


MOUNT POCONO 44, PA. 
PHONE: Terminal 9-3551 


"All right, everybody sing." 
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What Should You 
Bring With You? 


DESIGNED WITH MEETINGS IN MIND... 


{continued from page 32) 


of a table, and there you have a solid 
The support tor yout charts high 
Impress everyone can see. Lights too, 


ee a, Sova tied, small meeting room may be ot 
The FIRST in MIAMI BEACH serious consequence. But if you 
Featuring a Convention Ball Room with banquet facilities for over 800 per- § shooting for the stars and a bit of 
sons...4 additional Meeting Rooms—Special Display Areas—Penthouses... § professionalism, it’s best to bring most 
. eS ae 
+++ for pleasure: \ everytning. 

Huge salt-water swimming pool... private I used to provide my many travel 
beach... night club... fully equipped Turkish § ing troupes who conducted sales train 
Bath . . . complete entertainment program. A ing meetings with portable floor le 

...and for convenience: \ terns. Although every hotel can pro 

Ideal oceanfront location convenient to golf vide a lectern, you could never be 

. racing .. . deep sea fishing . . . shopping . . : sure what to expect. Many of thei 

theatres and night clubs .. . Completely Air 
Conditioned with individual thermo control 

in every guest room. in weird shapes and sizes. Some were 

so beat up that they made the whole 


<a Write for Color Folder and Convention Specification Sheet ‘ 
R=" JERRY LEPRE, GEN. MGR. — GEORGIA HUNTER, SALES MGR . meeting appear shabby. Others were 


DIRECTLY ON THE OCEAN—43rd to 44th Streets— Miami Beach, Florida emblazoned with the hotel’s name in 


SS, eit sR ~ billboard size letters a distract o1 
amuse the audience. Because the lec- 


lecterns were nondescript and came 


tern is such a prominent piece of fur- 
niture during a meeting, and such an 
important visual aid, 1 suggest you 


The final success : don't leave its selection to chance. 
of a convention or sales meeting 
is dependent upon the facilities 
and the personal services 


Don't Just Check List 


A®Xa4o OSE Ree 
24444 44 Oe 


One big hotel chain (Sheraton) 
provides a beautifully printed “‘Con 


rendered by the hotel 
organization where “fe 
beige ; ention Planning Guide and Check 
it is held. i ; List.” It should be helpful to ever 
. one planning a meeting or convention 
Superb air-conditioned ‘ oo ta since it itemizes everything from ash 
accommodations for groups : : BS : trays to baby sitters. But if you want 
of any size—25 to 2500 : ; the baby sitter to be a brunette with 
brown eyes, you have to do more 
than merely check the check list. In 
} 


other words, you should examine each 


HOTEL fe the item to make sure that it fills 
a% quirements. 


COM M Oo D O be + wins : _ ‘on Unless you are complete master of 
- the 


nyent Naser cus meeting program amd can plan 


every prop in advance, you will still 
have to take pot-luck. Hotek usually 

booked months in advance, long 
before the program has been wrapped 
up. If there are to be a number of 
guest speakers, you most likely will 

kept in the dark about many of 
their needs until the zero hour. But 
even with the best advance planning, 
nerve tingling emergencies will pop 
up. That’s where the well-equipped 
hotel can help save the day. 


42nd St. at Lexington Ave., right at Grand Central and B&O Terminals 
Teletype: NY 1-2477-X 


MEETING PLANNERS HANDBOOK 


Handy, pocket-size booklet contains reprints of some of the most popular articles on meeting 
lanning that have appeared in Sales Meetings Magazine. 


CONTENTS (32 pages — more than 14 articles): 


What I've Learned from My |1!,000 If It's Worth Saying It's Worth Reporting 
¢ 
Speaking Engagements How Bankers Become Good Speakers 

Put Small Groups to Work for 
dea Developments 

Guided Conference: Good Substitute for 
Skilled Leadership 


43 Ways to Excite Interest in 

Your Meeting Objectives 
For the Modern Meeting Planner 
Ww D as ' Guide to Styles, Groups, Methods 

hy oesn rainstormin : 2 + 4 

Always Seem to Work? 9 Good Audiences—Made Not Born One Thing in Common 
Buzz-Write Workship Insures Participation It's Real Work to Plan Women's Activities 
A Conference Is a Contest— Your Planning On-the-Spot Program 

Do You Win Or Lose? Change Is Valuable 

° . Meetings have but one thing in 

common. They consist of a few indi- 
viduals trying to commuaicate some- 


thing or other to a group. Methods 


Send 50 cents in coin to: Readers’ Service Dept. 
SALES MEETINGS Magazine, 1212 Chestnut St., Phila 7, Pa. 
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or doing this are as varied as the fish 
in the seven Ss@€as. Although there is 
no standard torn ila TO! 
meeting, there are a few 
t} 


hat apply to all. 


i successful 
basic I tiles 


‘They are: 


1. Group should 


Not Simple 


hree 
back 
row see more than the head of the 
speaker? Can they see the chart o1 
using? If 
they can’t, why bother with visuals? 

\bout distractions, I recall giving 
a talk at a big hotel meeting where 
a blackboard had been placed next to 
the speakers’ platform. 
and then a 
would appear and 
for someone on the blackboard. As 
she wrote, her fanny would sway east 


0 nds sin ple. B it take iten 


for example. Can those in the 


other visuals the speaker is 


Every now 


shapely young woman 


write a message 


and west while 800 eyes followed the 
I never learned who was 
this diversion, but I 
do know that my 


‘message.’ 
responsible tor 
message was the 
loser. 

‘T he e 


question of 


is no single answer to the 
what you should expect 
to bring to a hotel meeting. If your 

whethe1 large oO! small, 1S 
i talkathon (and many are), 


you need bring nothing but some pep 


meeting 
simply 
perml oO relieve the boredom and 
monotony. Practically every hotel is 


well equipped for these oral mara 
thons with a PA system and a lectern 


oT sorts. 
Need Assortment 


On the other hand, if your meeting 
program is to be garnished with a bit 
of action and showmanship, if it is 
designed to appeal to the eye as well 
as the ear, then you'll be needing an 
assortment of props, plus effective 
lighting. When booking a hotel, you 
may have only a hazy idea of every- 
thing that will be needed for your 
meeting. That is all the more reason 
why you should make a personal in- 
spection and inventory of everything 
the hotel can supply. For example, 
the hotel’s portable platforms may be 
too low or too small; its projection 
screens and chart stands inadequate, 
or its lighting insufficient. Fortified 
with a physical inventory, you will 
know what to expect and what to 
bring. If in doubt, and if your meet- 
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costly and important one, 
everything. 

do not believe that hotels should 

be expected to provide the unusual, 
yr equipment not commonly used tot 
the average type meeting. For exam 
ple, such items as overhead or opaque 
slide white 
board easels, flannel boards and simi- 
designed to 


projectors, projectors, 
lar portable equipment 
fill special needs seem to me beyond 
the hotel’s responsibility. But every 
hotel should be 


following: 


able to provide the 


I. A good PA system. 


2. Platforms high and big enough 


V occasion. 


ghting for 


3. Supplementary |i 
dramatizing and glamourizing yout 
‘show.”’ 

4. Projection screens to fit the size 


o! each meeting room and audien e. 


5. Lecterns (table and floor mod- 
els) that are convenient and smart in 
appearance. 

6. Chart 


variety of sizes, expertly designed, to 


stands and easels in a 


fit every unexpected need. 


r Folding ol portable screens fo! 
screening off small parts of the meet 
ing room to com eal props or act as 


dressing rooms. 


I have omitted in my list some odds 
and ends of lesser importance which 
most hotels can provide in numerous 
I have also omitted 16mm 
from the “must” 
Although hotels do 
thei: upkeep and 
adjustment present problems 


Variations. 
projectors items. 
some provide 
these, mechanical 
prope! 
to the average hotel storekeepe! be- 
vond the call of duty. In most in- 
stances, you should provide your own 
from the local 
visual dealer who knows how to serv- 
ice this equipment. 

As for TV, tele 
prompters and similar techniques and 
devices, they belong in an exclusive 
category you and I generally are not 
concerned with except on rare 


oO! rent one audio- 


closed-circuit 


oCCa- 
sions. 

Now that I have come to the end 
of my I realize how 
plete it is. The business of organizing 
and conducting a meeting presents 
too many imponderables and possible 
variations to cover in any one article. 
Hotel facilities, too, vary greatly. 
But most of us will agree that the 
hotel manager’s life is one of devotion 
to his guest. He will conscientiously 
try to meet all your requirements no 
matter how outlandish. Not being 
endowed with extra-sensory percep- 
tion, however, you still must give him 
at least a rough idea of what’s needed. 


story, incom- 


¢ 


LAS VEGAS ON THE STRIP 


o* 


World’s largest 
and most luxurious 
resort hotel 


Complete convention 
facilities — for groups from 
25 to 1,000 persons — are 
now available in Las Vegas 
at the lavishly beautiful 
Stardust Hotel. Ideal 

for sales presentations 
and shows...where 

peak workloads can be 
combined with pleasure for 
greatest efficiency! 


Write for information 
regarding special Stardust 
convention programs. 


J. R. (Joe) Cunningham, 


GENERAL MANAGER 


Mark Swain, 


DIRECTOR OF SALES 


John Monahan, 
NATIONAL CONVENTION 
MANAGER 


Executive Offices, Las Vegas, Nevada 
Telephone DUdley 4-6350 


— 


Looking for a location 
that’s unique ? 


Here’s is a Magnificent Tropical 
Island Paradise ! 


Just 18 minutes from the heart of Miami 
Delightful seclusion without remoteness 
Unexcelled services cordial hospitality 
Air-conditioned. Diversified facilities 
Picturesque, sporty, 9-hole Pitch ’n Putt 
Golf Course overlooking the Atlantic 
described by Golfdom Magazine 
as one of the world’s finest. Miles of 
secluded, beautiful, white sand beach 
+t Championship Tennis Courts 
Shuffleboard. 2 Fresh Water Swimming 
Pools Telephone or write tor complete 
information 

Alan Bland, Director of Sales 

Bob Neale, Managing Director 
@ Complete with everything necessary for 
Successful... Happy... Group Functions 


the KEY BISCAYNE 


Hotel and Villas 


Ocean 


301 OCEAN DRIVE © KEY BISCAYNE © MIAMI 49, FLORIDA 


Telephone EMerson 1-5431 


Zolonial Inn (St. Petersburg) The Greenbrier (White Sulphur Springs 


ommodore Hotel (New York City) Pay Va.) ‘ 
A x Na } Needha or Ti 


ondado Caribbean Hotel Corp Great Oak Lodge (Chestertown, Md.) 
R.) . ive ng re 


ADVERTISERS’ INDEX 


as an additional service : hile t 2 Ff Griswold Hotel (Groton, Conn.) 
sssume any liability for A ; Grossinger's (Grossinger, N. Y.) 
Corpus Christi Hotel Assn. (Corpus Christ Agency: Blackstone Advertising 
Tex.) Gulf Hills Dude Ranch 
A ; Ag 4 w 


A f+ A 


(Ocean Springs, Miss.) 


Cubana Airlines Habana Hilton Hotel Stone Cuba) 
Dartnell Corporation : Happiness Tours Inc. 
Daytona Beach Convention Bureau Harmony Ones Ranch (Estes Park, Colo.) 
Daytona Plaza—Princess Issena Hotel Havana Riviera Hotel meme Cuba) 


A 


} } i 
D. C. Transit System. Inc Hawaii Visitors Bureau 


The Deauville Hotel (Miami Beach) Hilton Hotels Corporation 
Hollywood Beach Hotel (Hollywood Beach 
Fla.) 


w 


The Homestead (Hot Springs, Va.) 


“ iH 


Dennis (Atlantic City) 12 Henry Hudson Hotel (New York City) 


bur Clark's Desert Inn (Las Vegas) 2 The Inn (Buck Hill Falls, Pa.) 
Rg ynan & Ag N % } 
D eto Ho n . : H 
De Soto Hote! (Savannah, Ga International Amphitheatre (Chicago) 
Detroit Lectern Co 12 Aa F K % A stes 
K K Intercontinental Hotels 
Detroit Leland Hote! (Detroit) é Ag y: ¥ Ag 
anta aay A 
, lvel Corporation 
Hotel DiLido (Miami Beach "a e M w 


opment 


Dinkler Hotels Jack Bilt Corporation 

er Hote! (Dalia A K & Jam Handy Organization 
Alert A / at Hotel (Hollywood Beach, Fla ~“ _— — 

5 Jamaica Tourist Board 

shed Hotels A Ant 
4 Jefferson Hotel (Atlantic City) 
Hot (Chic ) 
otel (C Pesca Jefferson Hotel (Richmond) 
Drake Hotel (Philadelphia) : 
’ , Jung Hotel (New Orleans) 
Springs Hotel (Bedford Springs Cacia: patie 2 A Alert A t 7 Ag 
A , F p R Kahler Hotel (Rochester, Minn.) 


Eden Roc Hote! (Miami Beach) Kay Exposition Drayage Co 


emont Motor Hote! (Baton Rouge. La.) 
Edgewater Gulf Hotel (Edgewater Guif Kentucky Fair & Exposition Center 


- ? Miss (Louisville) 
ke Displays 0 ca At A ta 


eview Biltmore Hote! (Bellaire, Fla 
‘ « Fl 


' , Advert } 
rkeley-Carteret Hotel (Asbury Park, N. J.) 84 El Mirador Hotel (Palm Springs, California) | Key Biscayne Hote! & Villas (Miami) 
" 4: Blacks? A wat ih - “a ; 
Berkshire Hills Conference (Pittsfield, Mass 0 El Panama Hilton Hotel (Panama City) ps Edwe g yes aa (Jeckson, Miss ) 
otel (Land O'Lakes, Wis.) 


Bermuda Trade Development Board Emerald Beach Hotel (Nassau) are Gateway - 


B smarck Hotel (Chicago Empress Hotel (Miami Beach) Kirkland Travel 
. . , A Rola RB LaConcha Hotel (San Juan, P. R.) 
A 4a 


Boca Raton Club (Boca Raton, F 7 Essex & Sussex Hotel (Spring Lake) New , 

Jersey c Lake Tarleton Club (Pike, N. H.) 
Bon Air Hotel (Auguste e . Ag 3 Da A ng 

otel ( % ~ Ga Fairmount Hotel (San Francisco, Calif.) 

J watt M LaSalle Hotel (Chicago) 
lonial Hotel (Nassau Aas « ew 
Bilc Fields Management Co 
: . Ag ty, K t & Las Vegas Convention Bureau 


Vista Hote 


Buffalo's Midtown Hotel Group (New York ; : . Hotel Lawrence (Erie, Pa.) 

y " 4y H Alan M Fishburn Productions Lincoln Chamber of Commerce Convention 
ian (Phoenix E ginksels # : Committee 
f watt f The Flamingo Hotel (Miami Beach) Aq y: Ay wanson & A ate 
Canadian National Railways ‘ Koeh!, Landis & Jar Long Beach Convention & Visitors Bureau 

‘ M r Fontainebleau Hotel (Miami Beach) A y: Max W. Beck A tising 
an Pacific Railway Company Q Newma t M 


Madison Hotel (Atlantic City) 
Fontana Village (Fontana Dam. N. C.) 


Manger Hotels 


Hote Fort Des Moines (Des Moines) Hotel Manhattan (New York City) 
‘i ss ‘ : Ag y: Nee & : r 
French Government Tourist Office 


Manoir Richelieu (Murray Bay, Que.) 


Galt Ocean Mile Hotel (Fort Lauderdale 
Fla.) 


a 
Manpower, Inc 
Acer P 


A ‘ Marott Hotel (Indianapolis) 
Galveston Moody Convention Center (Texas) I eee ene ‘ 
r A A t 1 Aa Marriott Motor Lodge (Washington, D 
Gardner, Robinson, Steirheim & Weis, Inc se.. = vhs : : 
A th Tay & Jenkir Massaglia Hotels 
Ag y: Ha f 


Garza Travel Service (Mexico City, Mexico) 


ne Matson Navigation Company 
Georgian Bay Lines . 
= Wolfe-Jick . i - Mayview Manor (Blowing Rock, N. C.) 
aridge Hote The Golden Gate Hotel (Miami Beach) : ges 
A A f snd Rola RB Messmore & Damon 


Grand Hotel (Point Clear, Ala.) 5 City of Miami 
A M Timnb Aa B 
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City of Miami Beach 
gency: F dilande 
Miami Beach Exposition Hal! 
yency: Friedlander, Roland & B 
Mission Inn (Riverside, California) 
Agency watt Molle 
Mississippi Gulf Coas 
] y 700w Adve 
Mont Tremblant Lodge (Mont Tremblant 


ue.) 


& K 


Montauk Manor (Montauk Manor, N. Y.) 
Ag r 


Moraine-on-the-Lake (Highland Park, Ill.) 
Aas . % St 


The Motel on the Mountain (Suffern, New 
York) 
Aas 


Mount Airy Lodge (Mt. Pocono, Pa.) 
os A 


Mount Washington Hote! (Bretton 
N. H 


} 
A A A 


Myrtle Beach Chamber of Commerce 
Ag A 


Nassau Tavern (Princeton, N. J.) 


Natco Products Corporation 
A Met 


National Airlines 
A M 


National Guard Armory 
A } A 


National Rental & Projection Service 


New Washington Hotel (Seattle) 
A T - x 

New York Trade Show Corporation 
Age P g 


Hotel New Yorker (New York City) 
Age vy: A y Atk 


North American Van Lines 
a zs »¢ A 


Northeast Airlines, Inc 
Aa Walt 


Northernaire (Three Lakes, Wis.) 
Ag y A 


Northwest Orient Airlines. Inc 
Age k MA's 


Ocean Forest Hotel (Myrtle Beach 
A f " % 
Oravisual Company, Inc 


Paim Beach Biltmore (Palm Beach, Fia.) 
Ane R M + A j A 
Pan American World Airways. Inc 
Age Walter 7 


Park Sheraton Hotel (New York City) 
Aoer . nat 


Peninsular & Occidental Steamship Co 
Aas nt Advert ’ 


Pickwick Hotel (Kansas City) 


Pocono Manor Inn (Pocono Manor, Pa.) 
Ager A . Beat 


smb & K 


Hotel Ponce De Leon (St. Augustine, Fla.) 
Acer McCarthy A , Mig ete 


Ponte Vedra Club (Ponte Vedra, Fla.) 
Agency: Koet ar & Landa 


Hotel President (Kansas City, Mo.) 
Anency: Potts-W 


The Prudential Insurance Company of 
America 
Agency: Rea J nton & 


The Queen Elizabeth (Montreal, Que.) 
Agency: Needham & G ) 


Radisson Hotel (Minneapolis, Minn.) 
yency addick Advert j 
Railway Express Agency 
gency: Bent & Bowle 
The Rice Hotel (Houston, Texas) 
yency: Ritchie Advert V A 
Richmond Hotels, Inc. 
Agency: Dombrower Ad 
Hotel Robert Meyer (Jacksonville, Fla.) 
Agency: Har &C 
Rochester War Memorial Auditorium 
Roney Plaza Hotel (Miami Beach) 


gency: Charies Anthony 
St. Moritz Hotel (New York City) 
Agency: Koehl, Landis & r 


Langa 
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Santa Monica Convention Bureau (Santa 
Monica) 
Acer Kennedy-Walker-W 


Beach) 


Saxony Hotel (Miami 
Agency: Blackstor 
Schimmel Hotels 
Agency: Ay wanson & A 


Sea Crest Hotel (Hollywood Beach, Fla.) 
A + Aa } 
Seville Hotel (Miami Beach) 


Sharp Hotels, Ltd 
fo y K r & 


Shawnee Inn (Shawnee on Delaware, Pa.) 


Shelburne Hotel (Atlantic City) 
A Ad + ) 
Sheraton-Cadillac Hotel (Detroit) 


Sheraton Corporation of America 


Sheraton-Gibson Hetel (Cincinnati) 
Sheraton-Park Hotel (Washington, D. C 
Hotel Sherman (Chicago) 


Sho-Aids 


The Shoreham (Washington, D. C 
Skirvin Hotels (Oklahoma City) 


Skyline Inn (Mt. Pocono, Pa.) 
Skytop Club (Skytop, Pa.) 


Sleepy Hollow Beach Hotel (South Haven 
Michigan) 


w 


Southwest Hotels, In 


Standard Photo Service 
Stardust Hotel (Las Vegas) 


State Fair of Texas (Dalias) 


Sun-N-Sand Hotel Court (Biloxi) 


Sun Valley Lodge (Sun Valley) 


Swig Hotels 


“ 


TelePrompter Corporation 
A " A 


Training Films 
Trans Canada Airlines 


Trans World Airlines, Inc 


The Treadway Manor (Asheville, N. C.) 
Ag y: B tt A 
Union Stockyard & Transit Company 


United Airlines, Inc 


United Van Lines 


K +& K 


U. S. Hotel Thayer (West Point, N. Y.) 
U.S. Travel Agency 
Ag ; sbee A 
Unusual Ideas, Inc. 
Western Airlines 
Ager - € 


Western Hotels 
Agency & 
Wheaton Van Lines, Inc 
enay. Poorman, Butler & A 
The Wigwam (Litchfield Park, Ariz.) 
Agency: Swafford ulle f 
Wilding Picture Productions 96 
Willard Hotel (Washington, D. C.) 
Ager Irving J. Rosent m Advert 


Williamsburg Inn & Lodge (Williamsburg 
Va.) 


Agency: Need & 


Socrar er 


gee ope 


The Aristocrat of 
Miami Beach Hotels 


Located in a 15-acre 

garden estate on 

beautiful Biscayne Bay. 

An extensive range of modern 
meeting and banquet 
facilities, accommodating 
groups from 50 to 700. 


Swimming pool, private 
yacht marina and Cabana 
Club, golf, tennis, fishing, 
dancing and entertainment, 
Personalized service — 
superior cuisine. 

For detailed information, 
please contact 


Colonel Henry R. Dutton 
Vice President and 
General Manager 


FLAMINGO HOTEL 
and CLUB 
MIAMI BEACH, FLORIDA 


NEARBY 
PENNSYLVANIA 
COMPLETE 


CONVENTION FACILITIES FOR 
MEDIUM & SMALL MEETINGS 


A fine hotel, equipped with every 
modern technical and physical aid for 
successful meetings, in a scenic set- 
ting, at the “top of the Pocono Moun- 
tains.” Rooms with bath, phone. Cot- 
tage accommodations available for 
greater privacy. Fine food. All sports 
facilities. Special Convention rates 
During past five years Skyline has 
established an enviable reputation as 
host to many nationally known Com- 
panies. (Names on request). 


90 miles from N. Y. and Philadelphia. 


the SKYLINE (NN 


AND COTTAGES 
Mount Pocono, Pennsylvania 
Edward C. Jenkins, Manager 


AbehddaAgaAGS 
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HUNTING A SITE? 


Set your sights 
on the 
DAYTONA 
PLAZA 
or the 
PRINCESS 
ISSENA 
...0r both! 


Each of the se 
Daytona 
Beach 


luxury hotels 
can handle ssena 
up to 500 delegates 
comfortably. Combined 
convention facilities include 
air-conditioning, banquet 
rooms for 1000. three 
swimming pools, beach 
and cabana colony. 
Large or small, your 
meeting will be more 
successful here. 


W rite for details. 


No Competition 
For Attention 


And everything to insure a per- 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
f 300 will find attractive meeting 
rooms, comfortable accommoda- 
tions, superb bar and banquet 
service. All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia. 


Check With Us! 


POCONO MANOR 


POCONO MANOR, PA 
Phone: Mt. Pocono 3611 


JOHW M CRANDALL 


An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a_ point. 


Subject: HARD SELL consulting psychologist. 
“What have vou done?” 

child psychologist 

brother was sent to him. 
Oh, | 

| 


the principal and threw peanuts 


illed in a 
asked the 


t} 


when the oldest 


kicked the teacher Sassead 
the toilet. 


‘What about vou?” 


— 


asked the 
\ologist ot the middle size b orn 
“I kicked the 


principal and threw peanuts in 


toilet.’ 
isked the psychologist 


“And you,” 
| 


ot the smallest brothe: 


Sassed 
‘Look said 
i small place 
laughs psy 
the elephant R , Wha nave 
2 vou done? 
ne Kids 1n ie f 
I kicked the 


no kids.’ sa * principal. 


teacher ar 
got 

‘Didn't you throw 
toilet a 


’ ] 
sa small j Hi 


peanuts in 
asked the psychologist. 


“You gotta admit | 
pabact seein ck. no. ...iIn 


for an elephant.” 
“Price, I couldn't 
sho ited the prospec t 


“Wait a minute,” 


Peanuts! 


oe Subject: DECISIONS 

Fellow knocked on the back doo 
and asked for some work. He was 
a saw and told to fell an old 
tree in the back yard. 

In a few minutes he was back wi 
the iob done. 

‘Well 


ree into logs,” 


given 
prospect. 

“T just got ; elegram trom 
home office. It’s ou president's b suppose you cut up the 
day ind to celebrate the occasion | ¢ 
think I could 


tor S150 


home 


suggested the 
get you two elephants owne! 
onfided the salesmai In 


“Now you're talking! aid the b 


t 


a short time the fellow was 
at k, the job done. 
“Well, just pile the 


the shed 
small 


See ' wood against 
big pieces in the back and 


pieces in the front,” said the 


Subject: GOOD NEWS ee ns “ 
nome owner, 

After many hours, and not having 
heard from his workman, the man of 
the house walked back to the 
There sat the fellow with a piece of 
wood in each hand 
wood on either side of him, and 


l ime running into the 
“Nother, daddy’s lving 
I think he’s 


1g a paper in Nn 


shed 
incon 


ound box beside a small pile of 


, sad and forlorn h 


answere expression on 
« s l a 


“Oh, that’s wonderful,” 


the mother. “M 


Tace. 
“What's the 


home owner. 


new hat has come.” ! 
matter? asked the 


Subject: IDENTITY “Nlister, I can cut down trees and 
as anvbody. 
But, these damn decisions are killing 
authorities me.” 


chop logs about as good 
Unable to cope with three delin 
quent brothers, school 


SALES MEETINGS/Pert 11 SALES MANAGEMENT 


For your next convention, 
first check... 


ot 
ats 


“SHERATON 
HOTELS 


... then Sheraton experts 


will help you check 


all these other details... 


SHERATON HOTELS BANQUET GUIDE an4 CHECE LIST 


WRITE TODAY 


for this big FREE guide and 
check list of 149 items that will 
help your next banquet or convention 
run like clockwork. Address: 


onvention Headquarters, Sheraton Hotels, 


C 
SHERATON HOTELS S Sheraton-Park Hotel, Washington, D. C. 


COAST TO COAST IN THE U.S.A. AND IN CANADA 


EASTERN DIV. PITTSBURGH ALBANY MIDWESTERN DIV LOUISVILLE FRENCH LICK, Ind PACIFIC DIV. CANADIAN DIV. 

NEW YORK Penn-Sheraton Sheraton-Ten Eyck CHICAGO age Seelbach French Lick-Sheraton can FRANCISCO isis 

Park-Sheraton BALTIMORE ROCHESTER Sheraton- Blackstone e Watterson RAPID CITY, S.D.  Sheraton-Palace NTREAL 
Sheraton-East Sheraton-Belvedere Sheraton Hotel Sheraton Hotel DALLAS Sheraton-Johnson § Sheraton-Mt. Royal 
(formerly the PHILADELPHIA e DETROIT Sheraton Hotel - LOS ANGELES The Laurentien 
Ambassador) elesatig lee BUFFALO (Opens early 1959) SIOUX CITY, lowa Sheraton-West 

Sheraton-McAlpin >eFaton Hote Sheraton Hotel Sheraton-Cadillac AUSTIN Sheraton-Martin (Formerly The TORONTO 
Sheraton-Russell PROVIDENCE SYRACUSE CINCINNATI Sheraton-Terrace Sheraton-Warrior Sheraton-Town House) King Edward Sheraton 
BOSTON sheraton- Biltmore Sheraton-Syracuse Inn Sheraton-Gibson Motor Hotel SIOUX FALLS, S.D. PASADENA 
Sheraton-Plaza ATLANTIC CITY Sheraton-DeWitt Motel ST. LOUIS AKRON Sheraton-Carpenter Huntington -Sheraton 
WASHINGTON sheraton Ritz-Carlton BINGHAMTON. N.Y Sheraton-Jefferson Sheraton Hotel Sheraton-Cataract PORTLAND. OREGON 
Sheraton-Carlton PRINGFIELD, Mass. Sheraton-Binghamton OMAHA INDIANAPOLIS CEDAR RAPIDS, lowa_ Sheraton Hotel HAMILTON, Ont 
Sheraton-Park Sheraton-Kimball (Opens early 1959) Sheraton-Fontenelle Sheraton-Lincoln Sheraton-Montrose (opens summer 1959) Sheraton-Connaught 


NIAGARA FALLS, Ont 
Sheraton-Brock 


For reservations by the new 4-second Reservatron or direct-line Teletype, call your nearest Sheraton Hotel. 
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WE'LL HELP ORGANIZE IT! 


/ 


Snagless sales meetings that fire up your salesmen and show them the right direction are easy to come by when Jam Handy helps you 
set them up. We'll help you zero in on your objectives and wrap your Sales story into one dramatic, forceful presentation package. 


If your story can best be told with motion pictures, slidefilms or any other communications aid, we'll provide them for you, quickly and 
economically. We'll take care of the small details, too. It’s all part of our Jam Handy one-stop service. For consultation call: 


Je JAM HANDY Ovengaior 
NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


MOTION PICTURES e DRAMATIZATIONS © PRESENTATIONS @ VISUALIZATIONS e¢ SLIDEFILMS e TRAINING ASSISTANCE 


CALL NEW YORK, JUdson 2-4060 HOLLYWOOD, Hollywood 3-232! DETROIT, TRinity 5-2450 DAYTON, ENterprise 6289 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-6757 


